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This s tudy aims to i nvestigate the impact of  globalization on di scourse t hrough an 
examination of discourses of higher education institutions (HEIs).  P ast research in 
this area of  gl obalization a nd di scourse ha s l argely examined t he implications of 
globalization on E nglish a s a  gl obal l anguage, on di scourses i n t ourism, music, 
magazines and so forth.  However, the influence of globalization on the discourses of 
HEIs ha s be en unde r-researched.  G iven t he s ignificant i mpact of  gl obalization on 
HEIs, how globalization has impacted the discourses of HEIs is necessarily essential 
in understanding the greater role of discourse in this age of globalization.  
 
This p eriod o f g lobalization i s c haracterized b y esc alating ‘ free market’ an d 
competitive forces that affect how public and private institutions are organized.  In 
relation t o HEIs, t hese f orces ha ve dr iven m ost of  t hese i nstitutions t o be come 
corporatized, with an increased focus on marketing themselves as commodities in the 
global marketplace in order to compete for a g reater market share of target students 
and st aff, a s ch oices b etween t hese i nstitutions ar e m ade more accessi ble w ith 
increased mobility that comes with globalization.   
 
It is suggested in this study that one identified response to this global competition, is 
the pos itioning of  numerous HEIs a round the world as ‘global’ universities, where 
the ‘ global’ m ark i s va lued a s a  s ignal of  qua lity across m arkets in t his global 
economy.  This s tudy examines how  H EIs c onstruct a nd pr omote t hemselves a s 
‘global’ institutions through discourse. This i s investigated by examining how four 





of O xford ( Oxford) a nd t he ‘ emerging’ uni versities of  National U niversity of  
Singapore (NUS) a nd S eoul N ational U niversity (SNU) - achieve t his ‘global’ 
identity construction via their university discourses on their websites.  
 
A co mparative s tudy l ike t his a llows f or a n i nvestigation of  w hether uni versities 
within different world systems (where Harvard and Oxford are situated in the ‘core’ 
regions of the world and NUS and SNU are situated within the ‘semiperipheries’ of 
the world system) and ‘class’ systems (‘benchmark’ versus ‘emerging’ universities) 
appeal t o similar o r d ifferent discourse p ractices, d iscursive s trategies an d 
globalization i deologies i n t his ‘ global’ i dentity c onstruction.  D rawing upon  
Fairclough’s ‘th ree-dimensional’ f ramework of  di scourse a nalysis a nd G al a nd 
Irvine’s f ramework f or i deology a rticulation, a nalyses of  di scourse pr actices, 
discursive s trategies a nd gl obalization i deologies, a s us ed and a ppealed t o by t he 
selected HEIs in this ‘global’ identity construction, are conducted.   
 
The findings of this study point to an extent of convergence in how these universities 
discursively c onstruct ‘ global’ i dentities f or t hemselves.  T his s uggests t he 
prevalence of a distinctive discourse of globalization that is employed as a branding 
tool by  t hese H EIs a cross the g lobe, i n t his ‘ global’ i dentity c onstruction. T he 
findings t hen i llustrate the gr eater instrumental r ole of  di scourse in this a ge of  
globalization.  G iven the d ialectical r elationship b etween d iscourses an d so cial 
changes, t his ‘ global’ i dentity c onstruction by t hese universities t hrough t he 
utilization o f a  d iscourse o f g lobalization, h as implications o n a ctual i nstitutional 
changes th at im pact e specially th e lo cal c ontexts w ithin which th ese in stitutions 





LIST OF TABLES, FIGURES AND IMAGES 
 List of Tables 
 Table 1 Core Values of Interconnectedness, Excellence and  
  Entrepreneurship …………………………………… 9  
  
 Table 2 Summary of Fairclough’s Main Terms……………... 80  
  
 Table 3 Summary of Discursive Strategies Employed by the  
  Universities ………………………………………… 312 
 
  
List of Figures 
 
 Figure 1 A Framework for Critical Discourse Analysis of a  
  Communicative Event ……………………………… 89 
 
 
List of Images 
 
 Image 1 Map Depicting Harvard’s Connections Around the  
  World ……………………………………………….. 114 
 
 Image 2 Map of Oxford ‘s Presence Around the World ………. 157 
 
 Image 3 NUS’ Homepage …………………………………….. 184 
 
 Image 4 SNU’s Homepage …………………………………… 223 
 
 Image 5 SNU’s Global Ranking ……………………………… 241 
 
 Image 6 SNU’s Ranking on the SCI …………………………. 242 
 
 Image 7 SNU’s Partnerships Across the Globe ……………… 242









1.1 Scope of Study 
This study investigates the impact and influence of globalization processes 
on language (or more specifically, discourse1
the relationship between discourse and other facets of the social is 
not a transhistorical constant but a historical variable, so that there 
are qualitative differences between different historical epochs in 
the social functioning of discourse (Fairclough 1995a: 135). 
) and vice versa.  It has been said that  
 
Language takes on a greater role of importance in this new economy (arising from 
globalization) and functions as a form of commodity that is a “source of 
‘competitive advantage’” (Cameron 2000: 324) where language can be used for 
various purposes – for example, as an asset for a particular job, as in working in 
call centers or as a device for identity construction and promotion (that is, 
branding), the latter being what I am concerned with in my study. 
This investigation is conducted by exploring how these globalization 
processes have affected the role and nature of higher education institutions (HEIs) 
around the world and specifically the manner in which such processes have had 
bearings on how these institutions construct and promote themselves, that is, brand 
themselves through discourse.  According to Richard Levin, the President of Yale 
University, in an article in the 21 August 2006 issue of Newsweek magazine,  
[i]n response to the same forces that have propelled the world 
economy toward global integration, universities have also become 
more self-consciously global: seeking students from around the 
world who represent the entire spectrum of cultures and values, 
sending their own students abroad to prepare them for global 
careers, offering courses of study that address the challenges of an 
                                                            
1Where discourse is defined in this thesis as more than just language use – it is “language use as a 






interconnected world and collaborative research programs to 
advance science for the benefit of all humanity (Levin 2006).  
 
It is suggested that these universities aim to be ‘global’ or brand themselves as 
‘global’ in this era of globalization. 
This study explores how four HEIs brand themselves as being ‘global’ 
universities through specific discursive strategies. Such a comparative study of 
these four university systems allows for the identification, comparison and critical 
analyses of the discursive strategies employed by these universities in this ‘global’ 
branding and positioning.  This study also seeks to identify the underlying 
ideologies motivating such discursive constructions   
 
1.2 Context of Study   
1.2.1 Globalization 
 There have been numerous definitions and characterizations of 
globalization and its processes.  Globalization has various dimensions – economic, 
political, social and cultural.  In dealing with such a vast phenomenon like 
globalization, it is necessary to only focus on certain aspects of globalization and 
ignore for now, the rest.  As such, I focus on definitions of globalization that serve 
the purposes of my study – that is, definitions that focus on interrelations, 
interconnections, flows and networks as these are the processes that ultimately 
affect the role and nature of HEIs in this present global age.  Such definitions 
include globalization as “a process (or set of processes) which embodies a 
transformation in the spatial organization of social relations and transactions ... 
generating transcontinental or interregional flows and networks of activity, 
interaction, and the exercise of power” (Held et al. 1999: 16) and globalization as 





interconnections and interdependencies that characterize modern social life” 
(Tomlinson 1999: 2 as cited in Fairclough 2006a: 3).  These “flows”, “networks”, 
“interconnections” and “interdependencies” take on numerous forms – these can 
include the flows of commodity, money, people, images and language across 
geographical boundaries, networks of interdependencies and interconnections 
between financial, trading and governmental institutions around the world and 
interactions and alliances between international and government agencies, 
institutions and organizations across the globe. 
 As such, for the purposes of this study, I adopt the definition of 
globalization as the “intensification of worldwide relations which link distant 
localities in such a way that local happenings are shaped by events occurring many 
miles away and vice versa” (Giddens 1990: 64) through the ‘global flows’ of 
“ideas and ideologies, people and goods, images and messages, technologies and 
techniques” (Appadurai 2001: 5), including discourses. 
 
1.2.2 Globalization, the Nation State and the Free Market Economy 
Nation states, as “centring institutions” (Blommaert 2005: 75) around the 
globe are increasingly being impacted upon and influenced by these processes of 
globalization and this is reflected in their key institutions and organizations.  Apart 
from the focus on the ‘free’ flows, interconnections and interdependencies that 
globalization is said to bring, there is also a focus on the ‘free market’.  A 
significant impact on nation states in this globalized era is neoliberalism.  Whilst 
having political and cultural implications, neoliberalism is essentially  
a theory of political economic practices proposing that human 
well-being can best be advanced by the maximization of 





characterized by private property rights, individual liberty, 
unencumbered markets, and free trade (Harvey 2007: 22)2
 
.    
As such, it is largely a set of economic policies that espouse the rule of the 
‘free market’, propagating government deregulation, hence leading to an 
“enterprise culture” (Keat 1991: 1) where the distribution and nature of industries 
and goods are shifting with most governments’  
programme[s] of economic and institutional reform, namely: the 
transfer of state-owned industries, public utilities and so on, to the 
private sector; the removal of various non-market restrictions 
affecting the provision of financial services, the conduct of the 
professions, etc.; and the reorganization of publicly funded bodies 
in areas such as education, health, local government, broadcasting 
and the arts (ibid.: 2).   
 
The domain of the ‘free market’ is extended to those institutions and organizations 
that once used to be public bodies, like that of HEIs.  With these ‘free market’ 
forces comes along competitive forces (Keat 1991).  Once there is competition, 
industries become more consumer-oriented and consumer-focused in order to gain 
a higher share of the market.  As such, it can be said that with globalization, comes 
an increase in competition within and between institutions and organizations. 
 
1.2.3. Globalization, Higher Education and Competition 
 It is claimed that globalization is “contributing to, if not leading, a process 
of rethinking the social, cultural and economic roles of higher education and their 
configuration in national systems of higher education” (Enders and Fulton 2002: 1) 
and here, as a result of the extension and pervasiveness of the ‘free market’ 
domain, HEIs (once mainly public bodies) around the world are increasingly 
becoming corporatized with increased liberalization with a focus on being 
                                                            
2However, Harvey’s main contention is that neoliberalism is above all a “project to restore class 
dominance to sectors that saw their fortunes threatened by the ascent of social democratic 
endeavors in the aftermath of the Second World War” (Harvey 2007: 22).  Harvey thus suggests 





responsive to ‘customers’ who include present and future students, their parents, 
present and potential staff, institutional business and investors partners.  HEIs are 
increasingly either wanting to or are pushed by the state to assume more 
businesslike and entrepreneurial approaches (Wernick 1991).  In fact, Fairclough 
(1995a) suggests that “[i]nstitutions of higher education come increasingly to 
operate (under governmental pressure) as if they were ordinary businesses 
competing to sell their products to consumers” (141).  Universities have been 
making some major changes “which accord with a market mode of operation” and 
some of these include  
introducing an ‘internal’ market by making departments more 
financially autonomous, using ‘managerial’ approaches in, for 
example, staff appraisal and training, introducing institutional 
planning, and giving much more attention to marketing (ibid.: 
141).   
 
 In fact, as pointed out by Fairclough, there has been increasing “pressure 
for academics to see students’ as customers” (ibid.: 141) and as such, structure 
their teaching methods and skills to suit and please these customers.  Universities 
are increasingly becoming commodities that are being sold on the ‘global’ 
marketplace.  According to Fairclough, there is a “general dominance of a 
marketing ethos in this area of higher educational activity” (ibid.: 158).  In turn, 
how they position and promote themselves to present and prospective students and 
their parents, staff, business partners, investors and other institutions has and must 
change.  In this way,  
[l]ike promotional politics, the promotionalized university is a site 
which brings together the market for commodities in the ordinary 
sense with other forms of competition (for status, for example) of 
a more purely symbolic kind (Wernick 1991: 158).   
 
In this case, I suggest that they are aiming to gain the symbolic status of being 





1.3 Higher Education Institutions and the ‘Global’ Brand 
 One identified response to globalization and the competition it brings, has 
been the positioning of numerous universities around the world as ‘global’ 
universities.  Competition between universities arises as HEIs around the world are 
set against each other to attract prospective local and foreign students, staff, 
business partners and investors as choices between universities are made more 
accessible with for example, increased mobility in terms of the ease of travel that 
comes with globalization.  So instead of merely positioning themselves as national 
universities, universities need to be competitively positioned by “adapt[ing] a 
global perspective in their strategic planning” (Panwar 1997: 246) and in 
“position[ing] [oneself] as ‘global’” (Thurlow and Jaworski 2003: 579).  This is 
because “[t]he global brand acts as a quality signal … [as] … it is perceived to be 
successful across many competitive national markets” (Holt et al, 2004: 186).     
 At this juncture, it is critical to make a distinction between a global brand 
like Coca Cola and Levi’s and being ‘global’ as a brand.  In both instances, these 
arise out of the processes of globalization.  In the case of global brands such as 
Coca Cola, there is the case of branding across borders with local differences.   
These are international brands that are more or less established, having been on the 
market for a while.  In the case of being ‘global’ as a brand, certain organizations 
or institutions brand themselves as being ‘global’, as being ‘global’ has a particular 
universal appeal in this globalized world.  Consumers in this current age want to be 
associated with such brands which connote, amongst others, being globally 
connected, being globally recognized and having a global standing.  Through the 
use of the label ‘global’, “globalization can be seen as … strategic, commercial 





 With globalization, there has been an increase in the emphasis on branding 
and its importance.  Branding in itself is a form of business discourse that is 
increasingly needed in order to compete in this global economy.  In fact, it has 
been suggested that “brand-builders are the new primary producers in our so-called 
knowledge economy” (Klein 2001: 196) as “[s]uccessful corporations must 
primarily produce brands, as opposed to products” (Klein 1999: 3).  The 
importance of branding in contemporary society is emphasized as brands are 
increasingly being established as an essential part of the way people understand or 
would like to see themselves.  As such, in branding themselves as ‘global’ 
institutions, universities subscribe to their people such identities as well. 
 It is increasingly the case that universities around the world are claiming 
this status of a ‘global’ university as they are largely driven by the “worldwide 
market for students and the ceaseless search for research funding and prestige” 
(Deem et al. 2008: 84).  It is to be noted here that the ‘global’ university is also 
frequently referred to as a ‘world-class’ university in academic papers and so I take 
these two terms to work interchangeably.  Whilst universities are striving for this 
‘global’ status, it has been acknowledged that “no one knows what a world-class 
university is….” (Altbach 2004) and there is largely no consensus on what a 
‘global’ or ‘world-class’ university means.  However, scholars have been 
attempting to identify what a ‘global’ university entails.  Altbach (2004) himself 
suggests his criteria for a ‘world-class’ university which includes excellence in 
research, academic freedom, an environment of intellectual excitement, 
governance of the institution, provision of adequate facilities and adequate funding 
for research and teaching.  Mohrman et al. (2008) suggest that an Emerging Global 





between universities around the world and propose that this EGM is characterized 
by eight features i.e.  
global mission, research intensity, new roles for professors, 
diversified funding, advancing economic development and 
increasing knowledge production, worldwide recruitment, 
increasing complexity, and global collaboration with similar 
institutions .... (as cited in Mok and Wei 2008: 429).   
 
It has also been suggested that the “[l]arge, research-oriented universities in the 
USA exemplify a specific set of assumptions related to ‘the university’ as a 
concept and provide the model for the emergent global university in the post-Cold 
war era” (Bishop 2006: 564).    
 My own analyses suggest that being a ‘global’ university entails, amongst 
others, three main values which are the core values of ‘interconnectedness’, 
‘excellence’ and ‘entrepreneurship’.  I suggest that these core values index 
globalization processes and hence being ‘global’.  These values are illustrated 

















• Having international students and staff 
• Having curricula and programs that are ‘global’ in nature and in 
perspectives 
• Conducting research that has a ‘global’ focus and impact 
• Being locally and internationally connected with other institutions of 
education and other organizations 
Excellence 
• Focusing on disciplines and areas of research that are in line with or mark 
or further develop the progress and process of globalization 
• Being an institution that strives for excellence 
• Being a leader amongst other institutions 
Entrepreneurship 
• Being an enterprising institution 
• Producing students who will be ready to function in a global economy 
• Producing students who graduate with an entrepreneurial spirit and 
business acumen 
Table 1: Core Values of Interconnectedness, Excellence and Entrepreneurship 
 
1.3.1 Globalization and the Values of Interconnectedness, Excellence and 
Entrepreneurship 
Without falling prey to the claim or assumption that the powerful forces of 
globalization lead to the convergence of how universities brand themselves, the 
evidence found in this study suggests that the universities under study overtly or 
covertly brand themselves as ‘global’ by appealing to similar core values like that 
of interconnectedness, excellence and entrepreneurship that are “woven together 
into a coherent discursive formation” (Flowerdew 1997: 457) in the narratives of 
the respective universities’ websites.  As mentioned earlier, I suggest that these 





elaborate on what these values mean and how they come to index globalization 
processes and as such, being ‘global’.   
 
Interconnectedness 
The value of interconnectedness is linked to what various scholars refer to 
as the ‘internationalization of higher education’ (see for example Knight and de 
Wit 1995, Knight 2004, Altbach and Teichler 2001 and Altbach and Knight 2007).  
Here it is important to make the distinction between internationalization and 
globalization as internationalization is often been confused for globalization.  
According to Altbach and Knight (2007),  
[g]lobalization and internationalization are related but not the 
same thing.  Globalization is the context of economic and 
academic trends that are part of the reality of the 21st century. 
Internationalization includes the policies and practices undertaken 
by academic systems and institutions—and even individuals—to 
cope with the global academic environment (290).   
 
So whilst globalization can be considered “as the economic, political, and 
societal forces pushing 21st century higher education toward greater international 
involvement” (ibid.: 290), internationalization refers to the practices and initiatives 
that move higher education toward greater interconnectedness.  As such while 
“[g]lobalization may be unalterable …, internationalization involves many 
choices” (ibid.: 291).  Internationalization includes practices like the setting up of 
international branch campuses around the world, attracting and recruiting 
international students and staff, adding global dimensions and perspectives into 
curriculum and programs, emphasizing research collaborations and establishing of 
various alliances and networks between universities across the globe.  However, 
more specifically, internationalization in higher education refers to “the process of 





functions or delivery of post-secondary education” (Knight 2004: 11).  I suggest 
that in all these practices, it is the value of interconnectedness that is being 
appealed to.   
The forging of alliances is especially important and it warrants some 
discussion here as forging alliances with other universities has become a near norm 
for many universities around the world.  This is because when a university forms 
alliances, the alliances serve to not only strengthen the reach of the university in 
question but also the reputation of the university – hence contributing to the 
competitiveness of the university.  According to Podolny (2005) who discusses 
social networks, tie-ups between actors allow third parties to infer about the status 
or the qualities of the actors involved in the tie-ups.  What becomes of importance 
then is who or with which institution/organization the institution partners with.  As 
such, typically institutions aim to partner other reputable or prestigious institutions 
in order to ‘gain’ or ‘enjoy’ some of their reputation or prestige.  In this way, 
universities construct a particular identity for itself by choosing to ally itself with 
certain partners as “[it] is a university strategy … for enhancing prestige, 
particularly if the [institution or] company that is being allied with is a large 
national or global player with major standing in its own right” (King 2004: 56).   
 
Excellence 
The rhetoric about ‘excellence’ commonly found in the narratives in the 
university websites is  
promotional: to protect and if possible raise the comparative 
worth of the university’s credits and degrees.  And all of this 
feeds back.  For any university, being known for high standards 
improves the career exchange-value of the credentials it awards.  
This, in turn, becomes a key element in recruiting ‘good’ 





and generally rebounds to the glory of the school (Wernick 1991: 
162).   
 
With increased competition among universities both locally and globally, 
the quality of excellence has become a value to uphold and a marker of distinction 
between universities.  In talking about the impact of competition on British 
institutions, Kinnell and MacDougall (1997) state that, “[m]aintaining the quality 
of the product is regarded as key to successful marketing in a sector where 
international competitiveness demands that British institutions retain their 
reputation for excellence” (53).   
Universities are hence propelled and even perhaps forced to perform to 
respond to this competition that largely arises out of globalization processes. 
According to Mok (2007), “[i]n the past decade, university performance has drawn 
increasing attention from the public; hence, university ranking and international 
benchmarking are (441) becoming more central in university governance” (442).  
A major yardstick of measurement for university performance is increasingly 
determined in terms of research performance (Mok 2007).  Hence there is much 
focus in universities on the scale and impact of research.  There is also an emphasis 
on being a leader and in the forefront in various research areas and activities in 
order to rise up in university rankings.  A link is thus established here between 
striving for excellence and climbing the rank scale of universities especially on a 











As mentioned earlier, with globalization comes an emphasis on ‘free 
market’ forces and neoliberalism.  In a bid to remain competitive in this kind of 
environment, it is said that  
universities need to become more innovative and entrepreneurial, 
act more like an enterprise, have to incorporate the interests of a 
wide range of stakeholders, sometimes engaging in alliances with 
them, and need to be responsive to these stakeholders.  In short, it 
will become more oriented towards serving society and the 
Economy (Beerkens 2009: 155).   
 
HEIs are hence propelled to function as business units in not only seeking a larger 
share of the educational market (in terms of attracting prospective students and 
staff) but in generating revenue for themselves through research.   
Not only do HEIs need to function as business units, they also need to 
produce graduates with an enterprising spirit who have ‘global’ perspectives.  In 
the global economy, it is imperative for a ‘global’ institution to “graduate globally 
competent students” as “[w]ithout global competence our students will be ill-
prepared for global citizenship, lacking the skills required to address our national 
security needs, and unable to compete successfully in the global marketplace” 
(Brustein 2007: 382).  This ‘globally competent’ characteristic can be promoted 
and achieved through for example, exchange programs that allow students to spend 
time overseas in foreign institutions gaining a more international perspective in 
terms of not only curricula but political and cultural awareness.  This is important 
in an era of globalization as job requirements these days require applicants who are 
capable of becoming ‘global’ workers – with ability to not only function overseas 
but to work and interact with international staff and clients.  So this need by 
universities to function as enterprising institutions and to graduate ‘globally-





in neoliberal practices that are increasingly emphasized on in this era of 
globalization.   
 
1.4 Globalization and Discourse 
My study argues that HEIs achieve such brandings as ‘global’ institutions 
through discursive shifts that come along with globalization processes.  It is said 
that  
[l]ate modernity entails a radical unsettling of the boundaries of 
social life – between economy and culture, between global and 
local, and so forth – one aspect of which is an unsettling of the 
boundaries between different domains of social use of language 
(Fairclough and Chouliaraki 1999, p. 83).   
 
As such, just as there is the “blurring of boundaries of space and time” (Enders and 
Fulton 2002: 5) with globalization, language (discourse) too works across 
boundaries or differences and takes on new forms, “entail[ing] semiotic hybridity – 
the emergence of new combinations of languages, social dialects, voices, genres 
and discourses” (Fairclough 2006b: 151).  This “pervasive discoursal hybridity” 
results from different genres and discourses being mixed (Fairclough and 
Chouliaraki 1999: 83).  Fairclough (1994: 254) argues that these new combinations 
have partly to do with the “colonization of these domains [referring to the domains 
of public services like education and health] by market discourses …” or neoliberal 
discourses (see Fairclough and Chouliaraki 1999 for a discussion of Habermas’ 
(1984) view on the colonization of lifeworld by economic and state systems from 
which this concept of ‘colonization’ arises).  He also suggests that the ‘advertising 
genre’ is colonizing these domains in the new economy and giving rise to hybrid 





(Fairclough 1994: 256) where promotional features are injected into the more 
common information-giving discourses.   
I suggest through my case studies that HEIs typically and largely employ 
hybrid discourses as well in constructing and branding themselves as ‘global’ 
universities.  I also suggest that these hybrid discourses comprise the ‘nodal 
discourses’ (see Fairclough 2006a) of 1) neoliberal discourses, 2) information-
giving discourses and 3) promotional discourses to brand and market themselves as 
‘global’ universities by appealing to the core values of ‘interconnectedness’, 
‘excellence’ and ‘entrepreneurship’.  It is to be noted that these ‘nodal’ discourses 
are in fact closely related (as will be highlighted below) but I will treat them as 
being distinct discourses to facilitate analyses and discussions.   
 
A Neoliberal or ‘Globalist’ Discourse  
A neoliberal or ‘globalist’ discourse 
interprets globalization in a neoliberal way as primarily the 
liberalization and global integration of markets, linked to the 
spread of a particular version of ‘(western) democracy’, and the 
strategies it is associated with are aimed at shifting (7) or 
inflecting globalization in a neo-liberal direction (Fairclough 
2006a:8).   
 
Due to the penetration of ‘free market’ forces into the public domain, the neoliberal 
discourse has infiltrated into HEIs leading to, for example, these institutions using 
discourses with a neoliberal stance to position themselves as enterprising and 
business institutions and their students and staff as entrepreneurs.  The neoliberal 
discourse is also often seen in “articulation with the strategy and discourse of the 
‘knowledge-based economy [KBE]’” (Jessop 2002: 126-34, as cited in ibid.: 47) 
where the knowledge-based economy has largely risen from increase in the use of 






 Given that knowledge is vital to economic progress, the role of the 
university in ensuring this growth and imparting of knowledge to sustain and 
improve economic advancement is key.  This discourse of the KBE is also often 
considered  
, “[k]nowledge is now recognised as the driver of productivity and 
economic growth, leading to a new focus on the role of information, technology 
and learning in economic performance”.   
itself a ‘nodal’ discourse which articulates together many other 
discourses, some of which are indicated by ‘buzzwords’ such as 
‘expert systems’, ‘e-commerce’, ‘intellectual capital’, ‘human 
capital’, ‘knowledge workers’, ‘intellectual property’ and 
‘lifelong learning’, ‘learning society’, ‘e-government’, which are 
amongst the themes of the KBE (Fairclough 2006a: 47).   
 
However, in this study, I approach neoliberal discourses as encompassing the 
discourse of the KBE as ultimately such discourses impact and are impacted by the 
global economy.   
 
An Information-giving Discourse 
 An information-giving discourse, although a form of traditional discourse in 
that it is a common form of discourse, is of utmost importance in this globalized 
society which is a knowledge and information-based one.  According to Giddens 
(1991), knowledge and information-based societies are characterized by “enhanced 
reflexivity” where people are “constantly shaping [their] social practices on the 
basis of knowledge about those practices” (Fairclough 2006b: 149).  In this way, it 
can be seen that this information-giving discourse is also closely related to the 
discourse of the KBE (that I have encompassed under ‘neoliberal’ discourse) 
                                                            





discussed above as both kinds of discourses are ultimately discourses that provide 
information and knowledge.   
 The provision of relevant information is paramount in this contemporary 
society to enable consumers to make the right, weighted choices between 
competing products.  In this case, for example, students, parents and staff as 
consumers of higher education need to be provided with correct and relevant 
information as knowledge to make the right choices between institutions.  Such 
textual-mediation is increased through the use of new media in contemporary 
society like the pervasiveness of information technology and its tools like the 
internet which is available and accessible to most around the world.  Information 
about these HEIs around the world is readily available through the HEIs’ 
respective websites to potential customers around the world.  Given the increase in 
mobility resulting from improved technologies, potential customers are ready to 
consider options all around the world.  Given that this knowledge is constituted as 
discourses, I suggest that the traditional information-giving discourse is relevant 
and important in this contemporary era.  However, although this information-
giving discourse plays important roles, they take on new forms in the 
contemporary society – mainly being ‘integrated’ or mixed with promotional 
discourses. 
 
A Promotional Discourse 
Promotional discourse is the kind of prevalent discourse that is colonizing 
numerous spheres of modern life resulting from competition arising from ‘free-
market’ forces in this new economy.  These promotional discourses arise out of the 





mentioned earlier.  I argue that much of the discourses of HEIs on their websites is 
promotional in nature and have been colonized by the advertising genre.  The 
traditional information-giving stance taken by universities is being increasingly 
replaced by a promotional stance.  I suggest that in the case of university websites, 
the “promotional genre ‘invades the space’ of the official information genre” (ibid.:  
256). 
An example of an advertising feature is that of direct address where 
“readers are addressed individually with you – as well as the use of we to 
personalize …” leading to the “simulation of a personal relationship between 
advertiser and audience” (ibid.: 260).  This is done to create synthetic 
personalization which is “a compensatory tendency to give the impression of 
treating each of the people ‘handled’ en masse as an individual (Fairclough 1989: 
62).  This has also been termed the “conversationalization of public discourse” 
(Fairclough 1994: 260) whereby boundaries between public and private orders of 
discourse are restructured.  This amounts to a “simulation of conversation in public 
institutional contexts …. [which is done] to achieve institutional promotional 
objectives – selling goods, keeping customers happy, keeping employees under 
control, and so forth” (ibid.: 264).    
In other instances and examples,  
the forms and meanings of promotional genres may not be so evident, but 
the injection of a promotional communicative function or goal – to ‘sell’ 
goods, services, organizations or people – nevertheless generates significant 
transformations of genre (ibid.:  256).   
 
An example of this is how universities use their websites to not only provide 
information about their student intakes but in the provision of their statistics, they 
aim to promote their universities as, for example, international and interconnected 





In this way, at times it becomes “increasingly difficult to differentiate ‘informative’ 
discourse from ‘persuasive’ discourse (or, ‘telling’ from ‘selling’), since 
information is so widely covert promotion” (Fairclough 1994: 257).  Wernick 
(1991) suggests that practically all the areas and aspects of the university have 
been subjected to these market modalities and universities have “become deeply 
implicated in the promotional dynamic which always accompanies competitive 
exchange” (157).  In this way, the university in contemporary society has become 
“promotionalized” (ibid.: 158).   
In fact, contemporary culture has been widely characterized as 
“promotional” (see Wernick 1991) or “consumer’ culture” (see Featherstone 1991).  
According to Wernick (1991, as cited in Fairclough 1995a: 138), promotional 
culture can be comprehended ‘in discursive terms as the generalization of 
promotion as a communicative function – discourse as a vehicle for ‘selling’ 
goods, services, organizations, ideas or people – across orders of discourse”.  
Fairclough suggests that due to the increasing importance of promotion as a 
communicative function in the realm of higher education, “the discursive practices 
(order of discourse) of higher education are in the process of being transformed” 
(ibid.: 141).  This has led to the generation of mixed promotional genres like that 
of the contemporary university prospectuses or the university websites that this 
study focuses upon (ibid.). 
These websites are “representative of the order of discourse of the 
contemporary university” (ibid.: 141-142) and this order of discourse comprises of 
the ‘nodal’ discourses discussed above.  I suggest that these discourses which have 
become more predominant and significant because of globalization, come together 





features of this discourse of globalization and how it is used by the universities to 
justify and validate their positioning as ‘global’ universities by appealing to the 
values of interconnectedness, excellence and entrepreneurship. 
 
1.5 The Global-Local Dialectic 
However, it is important to note that although universities across the world 
may appeal to similar values and use similar hybrid discourses to ‘brand’ 
themselves, there are also local differences in these brandings.  Globalization 
processes flow across different structural spaces differently, contributing to the 
inequalities present in these spaces.  Therefore branding strategies of universities 
located in different structural spaces across a globalizing world must be compared 
and contrasted with – hence I make comparisons of universities in the West and in 
the East.   
Universities located within different nations (contexts) also function as 
national or local universities.  It is claimed that “[h]igher education policy is still 
predominantly shaped at a national level; and as such, it still tends not only to 
reflect but to underscore the specific traditions and circumstances of individual 
countries” (Enders and Fulton 2002: 1).  National governments view the role, 
processes and impacts of globalization differently and hence they have different 
ways of framing policies, including policies about higher education.  In this way, 
both globalizing and localizing forces are simultaneously at work in contributing to 
the changing nature of these HEIs and hence, their identities.  As such, while 
‘global’ identities are constructed, I recognize that local identities are constructed 
too which allow for these universities to have distinct and differentiated identities.  





themselves as ‘global’ are in fact local in nature – where the “impact of global 
forces is context-bound” (Li 2006: i) and there is a “dynamic relationship between 
global forces and the local context” (ibid.: 4).  The strategies to signal a ‘global’ 
identity may be similar across the universities but the evidences provided stem 
from local beliefs, ideologies and practices which serve to distinguish the 
universities.  I will be taking into account these global-local dialectic forces in my 
study of the construction of these institutional identities. 
 
1.6 The Case Studies 
For the purposes of my thesis, I have selected four HEIs as case studies in 
how these universities, implicitly or explicitly, discursively construct for 
themselves ‘global’ identities.  They are, according to an inaugural “ranking of 
global league universities” in 2006 by the 13 August 2006 issue of Newsweek4
                                                            
4In the article ‘The Top 100 Global Universities’ accessed from 
, 
Harvard University (hereafter referred to as Harvard) (ranked as number 1 ‘global’ 
university’), Oxford University (hereafter referred to as Oxford) (ranked as number 
8th ‘global’ university), and the National University of Singapore (hereafter 
referred to as NUS) (ranked as number 36th ‘global’ university).  The other 
university selected is Seoul National University (hereafter referred to as SNU) 
which was not ranked within the top 100 but is chosen because of its fast-paced 
rise in ‘global’ rankings and its preoccupation with constructing itself as a ‘global’ 
university.  This study compares and contrasts two universities from developed 
countries in the West which may be globally considered and acknowledged as 
‘benchmark’ universities with two ‘emerging’ universities from the developing or 





emerging countries in the East which are explicitly positioning and striving to be 
‘global’ universities.    
This extensive but noteworthy quote by Richard Levin, who is, as 
mentioned previously, the President of Yale University, from a speech he gave at 
the Higher Education Policy Institute in London on 1 February 2010, summarizes 
the reasons for my choice of universities:  
Today, the strongest British and American universities – such as 
Oxford, Cambridge and Yale, not to mention Harvard, Stanford, 
Berkeley, MIT, University College London and Imperial College 
London – call forth worldwide admiration and respect for their 
leadership in research and education.  Sitting atop the global 
league tables, these institutions set the standard that others at 
home and abroad seek to emulate; they define the concept of 
“world-class university.”  They excel in the advancement of 
human knowledge of nature and culture; they provide the finest 
training to the next generation of scholars; and they provide 
outstanding undergraduate and professional education for those 
who will emerge as leaders in all walks of life ….. But, as we all 
know at this, the beginning of the 21st century, the East is rising. 
The rapid economic development of Asia since the Second World 
War – starting with Japan, South Korea, and Taiwan, extending to 
Hong Kong and Singapore, and finally taking hold powerfully in 
mainland China and India – has altered the balance of power in 
the global economy and hence in geopolitics.  The rising nations 
of the East all recognize the importance of an educated workforce 
as a means to economic growth and they understand the impact of 
research in driving innovation and competitiveness …. They also 
aspire simultaneously to create a limited number of “world class” 
universities to take their places among the best (Levin 2010). 
 
As reinforced by Levin, Harvard and Oxford are amongst the universities 
considered as ‘benchmark’ universities of “world-class” universities and so they 
benchmark for other institutions worldwide what being a ‘global’ university is all 
about5
                                                            
5It is to be noted that I am making the assumption here that Harvard and Oxford are ‘global’ 
universities as a result of the world’s perceptions and the university rankings.  Whether or not these 
universities are truly ‘global’ is a contentious issue that needs to be rigorously examined.  This is 
beyond the scope of this thesis where the main concern here is to identify the discursive strategies 
used to construct such global identities. 





the Times Higher Education-QS World University Rankings (hereafter referred to 
as the Times rankings6) and the Academic Ranking of World Universities by 
Shanghai Jiao Tong University (hereafter referred to as the SJTU rankings7)8
As pointed out by Levin (2010), there seems to be increasingly a shift in the 
power balance in the global economy to the East.  These Asian societies also 
realize the importance of higher education in educating their workforce as a means 
to economic growth.  Hence there is a focus on universities and these Asian 
societies aspire for their national and local universities to also attain this “world-
class” status.  NUS and SNU are chosen as they are universities in the East which 
explicitly and actively construct and position themselves as ‘global’ universities.  
Being ‘global’ is key to their identities and even Levin acknowledges that 
Singapore and South Korea are amongst the countries in the East which “aspire so 
openly to elevating some of their universities to this exalted status [of “world-
class” universities]” (Levin 2010) and so how NUS and SNU justify this ‘global’ 
branding is interesting.  
.  
They also have what may be termed as “accumulated promotional capital” 
(Wernick 1991: 161), given that both these universities are steeped in history and 
are well-established.  This capital which is essentially “inherited status” contributes 
to “constructing a school’s perceived academic reputation” (ibid.: 161).  They have 
long-standing academic reputations and their names draw and ensure “maintenance 
of the student and professorial quality on which that status is perceived to rest” 
(ibid.: 161) and thus they have a ‘natural’ competitive advantage.  
                                                            
6The ‘Times Higher Education-QS World University Rankings’ for the years 2004-2009 can be 
accessed at http://www.timeshighereducation.co.uk/. 
7The ‘Academic Ranking of World Universities by Shanghai Jiao Tong University’ for the years 
2003 2009 can be accessed at http://www.arwu.org/index.jsp. 
8It is to be noted that these university rankings are to be merely taken at face value and should be 
subjected to detailed analysis of how objective their criteria are in ranking the universities.  The 
subjectivities of such rankings are clear when one compares their different methodologies which 





1.6.1 The Data 
In this study, I focus on data from the respective universities’ websites – 
specifically from the ‘About X’ (where X stands for the respective universities), 
‘Global’ and ‘Enterprise’ links (I elaborate on these links in Chapter 3).  I approach 
these data as forms of narratives as they tend to relate the histories and present 
stories of the universities in question.  I will be using Fairclough’s (see for 
example, 1992, 1993, 1995a, 1995b) framework of discourse analysis to analyze 
these data in my thesis.  I largely approach my analysis keeping in mind Halliday’s 
(1994) “theory of meaning as choice, by which a language, or any other semiotic 
system, is interpreted as networks of interlocking options” (xiv).  As such, I 
analyze the data in terms of the linguistic choices made in creating the narratives 
such that there is conscious highlighting of the core values of interconnectedness, 
excellence and entrepreneurship in the discursive construction of the universities as 
‘global’ institutions.  This framework will be elaborated upon in Chapter 3. 
 
1.7 Globalization Ideologies 
I also study how such identity constructions articulate and produce 
particular globalization ideologies.  This is because of the undeniable link between 
discourse, identity and ideology which I will further explicate in the literature 
review (refer to Section 2.3.4 in Chapter 2).  In pitching the websites as largely 
advertisements that aim to capture a significant market share of target students and 
staff, there is already an ideological implication.  It is argued that  
[a]ll advertising, even the most informational and rationalistic is 
ideological, if only in the formal sense that it places its audience 
in the role of buyer/consumer and seeks to dispose that audience 






There are also advertisements that “infuse their products with cultural and 
psychological appeal, also impinge on more particular dimensions their addressees’ 
sense of identity, orientation and purpose” (ibid.: 31).  As such, in positioning 
themselves as ‘global’ universities, these universities impact upon their addressees’ 
identity, thoughts and decisions and this is all done through the use of discourse.  
Hence it is the case that discourse in itself is ideological.   
Here in particular I identify three main globalization ideologies that I 
suggest weave through the narratives in the websites which brand the universities 
as ‘global’.  These are the neoliberal ideology of globalization, the techno-science 
ideology of globalization and the ideology of globalization as Americanization.  
These globalization ideologies are closely intertwined with the ‘nodal’ discourses 
that have been discussed earlier.  Below I briefly elaborate on these ideologies.  A 
detailed discussion of these ideologies will be carried out in Chapter 8. 
 
Neoliberal Ideology of Globalization  
This ideology plays out in two ways. 
Firstly, in the construction of students as ‘global’ and of having a 
“neoliberal personhood” (Abelmann et al. 2009: 232) through the use of essentially 
neoliberal discourse - by which this means persons who ‘live hard and play hard’ 
keeping in mind the need for life-long learning, aim to experience the world to its 
fullest through cosmopolitan experiences and having a mastery of English to be 
able to communicate and circulate in global arenas (ibid.). 
Such ‘persons’ arise because of the “broader discourses of neoliberalism 
that are circulated by powerful actors such as the state and major corporations” 





individualism, and cosmopolitanism” (Abelmann et al. 2009: 242).  With the 
changing needs of the global knowledge economy, there is a demand and a 
requisite for new types of workers – essentially knowledge workers who 
continually improve themselves through lifelong learning and self-management – 
values that are increasingly stressed upon through discourses in these universities.  
There must be a motivation inbuilt in students to continuously “manag[e] their 
personal formation for a changing world” (ibid.: 229).   
The present student realizes that “this new mode of being is a requirement 
for leading a productive life in a rapidly transforming and globalizing world” 
(ibid.: 230) – with a commitment to a cosmopolitan outlook and an ability to 
function in the global economy.  
Secondly, it is the ideology of ‘being marketized’, essentially arising from 
the use of both the neoliberal discourse and the promotional discourse.  As 
mentioned, with the focus on a ‘free market’ economy, public service industries are 
becoming corporatized.  Within the higher education industry, this means 
universities have to increasingly source for their own funds with the decline in 
government funding.  With intensified competition for funds, universities may lose 
sight of their traditional role as essentially knowledge-imparting or knowledge-
sharing institutions in all areas and disciplines of studies including in areas like the 
humanities and the arts which are perceived in this age of globalization as ‘non-
productive’ disciplines in terms of the revenue they bring in to the universities.  
Research in local fields and important research that impact local policy formation 
or socioeconomic development, to be published in local journals, may not be given 
due importance and recognition as these may not be perceived as being revenue-





Techno-Science Ideology of Globalization 
This ideology of ‘being marketized’ is closely linked to another 
globalization ideology which is the techno-science ideology of globalization.  
Technology and science has undoubtedly contributed in a significant way to nation 
states’ economic growth and competition.  It is essentially the latest technologies 
like the new ICT that have created this global economy that we are functioning in.  
In fact, “[i]n this new economy, economic activities are seen to depend on 
technological-based knowledge more than physical raw materials” (Li 2006: 20).  
In this way, technology and science have “become to be seen as a major form of 
capital, and also a valuable commodity that can be bought and sold” (ibid.: 20).  
States that are technologically and scientifically advanced are the ones that are 
known to lead the world as technology and science are determinants of economic 
success in this knowledge-based economy.  There is a strong belief worldwide that 
technological and scientific advancements are only possible through improvements 
in knowledge.  As such, this emphasis on technology and science has not only 
affected “national economic and technology policies but also education and 
training policies as it highlights the role of education in the creation of human 
capital and in the production of new knowledge” (Peters 2003 as cited in ibid.: 19).  
Seen in this way, technology and science are disciplines that drive economic 
growth and globalization.  Given this significance, universities in constructing and 
positioning themselves as ‘global’, focus on these disciplines and not on the 
disciplines of the humanities and the arts, which are not considered valuable in the 
global economy.  Hence it is these disciplines of technology and science that are 






Ideology of Globalization as Americanization  
 Yet another ideology is the ideology of globalization as Americanization as 
globalization has frequently been equated to Americanization or westernization.  
This view is supported by the increasing penetration of American culture, brands, 
goods, values, ideas, the American (English) language and so forth around the 
world.  In the New York Times published on 22 August 1998, Thomas Friedman 
(1998) wrote that   
... globalization is in so many ways Americanization: 
globalization wears Mickey Mouse ears, it drinks Pepsi and Coke, 
eats Big Macs, does its computing on an IBM laptop with 
Windows 98. Many societies around the world can't get enough of 
it, but others see it as a fundamental threat.  
 
This can be related to higher education as well.  As a result of this link 
between globalization and Americanization and the prevalence of ‘global’ brands 
arising out of America, there is a perception that the American (especially top-tier) 
universities are ‘global’ as well.  Increasingly, universities around the world wish 
to adopt the distinctive features of the American system in a bid to perhaps appear 
international or ‘global’, like the adoption of the English language as a medium of 
instruction.  This is seen by how universities in, for example, the Asian states 
predominantly allude to and adopt English and American standards and 
benchmarks.  Mok’s (2007) study illustrates how  
the internationalization experiences of selected Asian university 
systems … show … [that] these Asian societies have treated 
internationalization as Westernization and modernization or 
Americanization since the 19th century (438).   
 
There are even fears of the “danger of the rise of new imperialism in education, 
because such policy tools or reform strategies [along American lines] could 





ibid.: 447) where there are fears being globalized will come to mean being 
Americanized.   
Gal and Irvine’s (2000) framework for the study of (language) ideology 
articulation will be used to foreground these globalization ideologies.  I will 
elaborate on this framework in Chapter 3. 
 
1.8 Research Objectives 
I propose then to investigate how HEIs construct and promote themselves 
as ‘global’ universities.  I suggest that these identity constructions are achieved 
through a discourse of globalization (that comprises of the ‘nodal’ discourses of the 
neoliberal, information-giving and promotional discourses), by appealing to the 
core values of interconnectedness, excellence and entrepreneurship.  I also propose 
to examine any globalization ideologies that may underlie these identity 
constructions through the identified discourses. 
 
The main research question is: 
How do the 4 universities in question construct for themselves ‘global’ 
identities? 
The main research question is supported by the following sub-questions: 
1) What themes or core values do the universities appeal to? 
I have already identified in Section 1.3 that the three main core values that 
the universities in question appeal to in constructing ‘global’ identities for 
themselves are ‘interconnectedness’, ‘excellence’ and ‘entrepreneurship’.  I 
also elaborated in Section 1.3.1, how these core values index globalization 





2) What discursive strategies are employed by the universities to position 
themselves as ‘global’ universities? 
I will be identifying the discursive strategies that the universities employ in 
constructing themselves as ‘global’ universities in the chapters that analyze 
the case studies, which are, Chapters 4 to 7.  Using Fairclough’s (see for 
example, 1992, 1993, 1995a, 1995b) three-dimensional framework of 
analysis which I elaborate upon in Chapter 3, I will be analyzing the 
linguistic features of these discursive strategies (and hence the discourse of 
globalization that runs through the websites of these universities) in how 
they appeal to the respective core values of interconnectedness, excellence 
and entrepreneurship that I suggest index globalization processes and so 
being ‘global’.   
3) How do the universities attempt to balance national (local) identities and 
‘global’ identities? 
Acknowledging that the universities are largely influenced by their local 
contexts, I study how the discourse in the data attempts to balance the 
construction of local and ‘global’ identities of the universities.  As I have 
suggested in Section 1.5, the discursive strategies that the universities use to 
construct ‘global’ identities for themselves may be similar across the 
universities but the evidence or examples that allow for these discursive 
strategies are local in nature, particular and distinctive to each university.  
The evidence and examples will be highlighted in the analyses Chapters of 






4) What are, if any, the underlying ideologies behind the construction of these 
identities?  
As mentioned in Section 1.7, I suggest that there are three main underlying 
ideologies that weave through the narratives of the university websites in 
this construction of ‘global’ identities.  They are the neoliberal ideology of 
globalization, the techno-science ideology of globalization and the ideology 
of globalization as Americanization.   
5) How are the underlying ideologies articulated and propagated in the data? 
Using Gal and Irvine’s (2000) framework for (language) ideology 
articulation that I elaborate upon in Chapters 3 and 8, I suggest that these 
ideologies are articulated and propagated through the semiotic processes of 
‘iconization’, ‘fractal recursivity’ and ‘erasure’.  A study of the discourse of 
globalization running through the university websites will reveal these 
underlying ideologies. 
 
1.9 Significance of Study 
 In researching the impact and influence of globalization on language, there 
have been numerous studies on the implications of globalization on English as a 
global language (e.g. see House 2003), the discourses in tourism (e.g. see Thurlow 
and Jaworski 2003, and Thurlow and Jaworski 2006), in magazines (see Machin 
and van Leeuwen 2003, and Machin and Thornborrow 2003), in music (see 
Pennycook 2003), in the construction of national identities (Yamaguchi 2005) and 
so forth, but the implications of globalization on the discourses of higher education 






 Scholars who have contributed to studies on the implications of 
globalization on the discourses of higher education include Fairclough (1993,1994, 
1995a) and Wernick (1991) who study the discourse used in selected modern 
universities in marketing and promoting these universities and hence constructing 
new identities for them in the new economy.  I particularly draw inspiration from 
Fairclough’s studies and I elaborate on these studies in the review of contemporary 
discourse in Chapter 2.  Closer to home, another scholar who has researched on the 
discursive practices of higher education in Singapore in response to the pressures 
of globalization and competition and who also refers to Fairclough’s work is Teo 
(2007), who compares and contrasts the discursive practices of the Nanyang 
Technological University (NTU) and the Singapore Management University 
(SMU) in how they market themselves through prospectuses to potential students.  
He concludes that albeit differences in the tones adopted where NTU “maintains a 
relatively university-centred and authoritative voice” and SMU “adopts a more 
student-centred stance”, (Teo 2007: 95) both universities yield to globalization and 
marketization pressures and function as if they were “ordinary businesses 
competing to sell their products to consumers” (Fairclough 1993: 141 as cited in 
Teo 2007: 95).   
 In this age of globalization, where universities function like businesses and 
are ever more positioning themselves as ‘global’ to capture greater market share, to 
contest for more funding and earn more revenue, branding through discourse 
becomes paramount.  My study hopes to contribute to this branding aspect of the 
impact of globalization on discourse.  The usage of similar discursive strategies by 
the universities might suggest that the discourse of globalization has become a 





is somewhat similar within certain fields (like within higher education) and aspects 
of social life. Fairclough (1995a) also suggests that there is “a global order of 
discourse emerging, and many characteristics and changes have a quasi-
international character” (136).  Within higher education, I suggest that this 
discourse of globalization has become a branding tool in constructing universities 
as ‘global’.  Given the dialectical relationship between discourses and social 
changes, as argued by Cameron and Palan (2004) when they say that “narratives of 
globalization have constructive effects on the real processes and institutions of 
globalization” (as cited in Fairclough 2006a: 19), the discursive construction of 
universities as ‘global’ institutions have implications on actual institutional 
changes and the students and staff in those institutions.  These implications will be 
elaborated upon in Chapter 8.  This branding role of this discourse of globalization 
also further contributes to the understanding of the mounting role of language as a 
valuable resource and commodity in this globalizing world.   
 
1.10 Outline of Study 
The thesis consists of 9 chapters in total, including this first chapter which 
is an introductory chapter.  Chapter 2 undertakes a brief review of the important 
and necessary theories and ideas that are of relevance to this study.  Chapter 3 
provides a detailed overview of the methodology used in the study and the 
frameworks of analysis used to analyze the data from the four case studies.  
Chapters 4 to 7 comprise of the four case studies.  Chapters 4 and 5 cover the 
benchmark universities of Harvard and Oxford respectively while Chapters 6 and 7 
look at the emerging universities of NUS and SNU respectively.  These chapters 





websites.  Chapter 8 offers a discussion of the findings based on the case studies 
and also foregrounds the globalization ideologies that weave through the data.  
Finally, Chapter 9 concludes the study in terms of addressing the limitations of the 






























This section briefly reviews the research fields significant to my study.  The 
two main fields I review are globalization and discourse.  Within the field of 
globalization, I look at the related relevant areas of firstly, definitions of 
globalization and secondly, globalization, higher education and the ‘global’ brand.  
Within the field of discourse, I look at firstly, concepts of discourse, secondly, 
discourse and globalization (contemporary discourse), thirdly, discourse and 
branding and finally, discourse, identity and ideology.   
 
2.2. Globalization 
2.2.1 Definitions of Globalization 
 Globalization is a socio-economic phenomenon that has come to be defined 
and explained in numerous ways depending on an individual’s political, 
ideological, theoretical and disciplinary background and orientation.  Although this 
phenomenon has been fiercely debated upon over and over again, there is no 
agreed consensus on the definition of globalization which has become a buzzword 
in contemporary times since the 1990s.   
 Globalization has been viewed by some as an unparalleled social 
phenomenon (see for example, Held et al. 1999), by some as part of the process of 
modernization (see for example, Giddens 1990) and by some others as nothing 
more than a myth (see for example, Bourdieu 1998 and Hirst and Thompson 1999).  





‘global village’ (see for example, McLuhan and Powers 1989) while others are of 
the view that globalization brings further disintegration between and within 
nations, leading to a ‘global pillage’ (see for example, Brecher and Costello 1998).  
Some even equate globalization to Americanization (see for example, Rothkopf 
1997).  Given its numerous interpretations, this implies that globalization is not a 
single identifiable phenomenon but a complex and multi-faceted phenomenon 
affecting virtually all domains and dimensions of life – the social, political, 
economic, cultural and technological. 
 Due to the numerous perspectives on what globalization is, I look to how 
Held et al. (1999) discuss the globalization debate by addressing three broad 
schools of thought - the hyperglobalizers (or globalists), the skeptics, and the 
transformationalists.  Their discussion of globalization in terms of these schools of 
thought allows for a clearer understanding of how globalization is defined and 
understood by not only various scholars but by politicians, educators, laypersons 
and so forth. 
 
 For globalists, “globalization defines a new epoch of human history in 
which ‘traditional nation-states have become unnatural, even impossible business 
units in a global economy’” (Ohmae 1995, as cited in Held et al. 1999: 3).  They 
view globalization as fundamentally an economic phenomenon and purport that 
there is the “emergence of a single global market” (Held et al. 1999: 3) because of 
globalization processes.  With a global market functioning in this “‘borderless’ 
economy” (Held et al. 1999: 3), the role of national governments is diminished 
with “increasingly powerful local, regional and global mechanisms of power” 





(Held et al. 1999: 3).  For example, the WTO (World Trade Organization) has an 
important hand in regulating trade across nations.  In this way, national 
governments are being ‘governed’ by such transnational organizations.  For the 
globalists then, they believe that “[s]ince the national economy is increasingly a 
site of transitional and global flows, as opposed to the primary container of 
national socio-economic activity, the authority and legitimacy of the nation-state 
are challenged” (Held et al. 1999: 4).   
 In fact, McLuhan and Powers (1989) argue that the world is turning into a 
‘global village’ with national boundaries having no significance.  This means that 
no place is too far from each other and no place can escape the effects of what 
happens elsewhere.  For example, the rapid spread of the H1N1 virus across the 
world is evidence of the highly interconnected nature of societies.  Due to the high 
level of mobility of people across the globe, the spread of the disease is 
unstoppable.  Not only do diseases travel across the globe at unprecedented speeds 
but so do other tangible and intangible entities like “drugs, crime, pollution, 
technologies, ideas, images, news, entertainment, people, goods, and money” (Li 
2006: 10-11).  There is hence the emergence of a “global civil society” (Held et al. 
1999: 5).   
 
 Skeptics are those who view globalization as nothing more than a myth and 
an ideology, rather than a real phenomenon, like Bourdieu (1998) who says that 
globalization is “a myth in the strong sense of the word….” (34).  This group of 
people argue that the present level of economic interdependence and 






“necessarily implies a perfectly integrated worldwide economy in which the ‘law 
of one price’ prevails” (Held et al. 1999: 5).  Seen in this way, globalization is 
viewed necessarily as overstated by the skeptics, as to them, economic evidence 
only suggests that there are only significant increases in interactions between 
national economies.  The skeptics also do not agree that nation states are made 
redundant in this present world order because of the internationalization of the 
economy and forms of governance taken over by global bodies.  They in fact 
suggest that “the forces of internationalization themselves depend on the regulatory 
power of national governments to ensure continuing economic liberalization” 
(Held et al 1999: 5).  To the skeptics, the world is not becoming a ‘global village’, 
rather there are increasing inequalities being established in the world economy 
with increasing gaps in income and wealth distribution within and between nation 
states (see for example, Desai 2003 and Gilpin 2000).  The skeptics use the 
evidence of increasing religious fundamentalism, separatist national movements, 
cultural and language revivals, and other kinds of such activities to suggest that 
there are more “threats to global and regional stability than supporting the globalist 
claim of a homogenous and harmonious world” (Li 2006: 15). 
 
 This group of people take a stand somewhere between the globalists and the 
skeptics.  Although they share the view of globalists that  
The Transformationalists  
globalization is a central driving force behind the rapid social, 
political and economic changes that are reshaping modern 
societies and world order …. [and that] contemporary processes 
of globalization are historically unprecedented (Held et al. 1999: 
7),  
 





globalization in terms of whether economies and societies are moving towards 
convergence or divergence.  Instead, globalization is seen by this group of people 
as somewhat unpredictable and often fraught with contradictions.  While many of 
them agree with the globalists to an extent that some of the authority and 
sovereignty of nation states may become eroded because of increasing global 
governance of economic policies and so forth, they also agree with the skeptics that 
it is unlikely that nation-states will become non-existent and be replaced by 
transnational organizations.  What they do believe is that “contemporary 
globalization is reconstituting or ‘re-engineering’ the power, functions and 
authority of national governments” (Held et al. 1999: 8).  So they assert that whilst 
states still enjoy sovereignty, they “no longer, if they ever did, retain sole 
command of what transpires within their won territorial boundaries” (Held et al. 
1999: 8).  Nation states are subjected to global forces of “new non-territorial forms 
of economic and political organization in the global domain, such as multinational 
corporations, transnational social movements, international regulatory agencies, 
etc” (Held et al. 1999: 9).  In this way, transformationalists believe that although 
the sovereignty of nation-states is still intact, “[n]ation-states are no longer the sole 
centres or the principal forms of governance or authority in the world” (Rosenau, 
1997 as cited in Held et al. 1999: 9). 
 I lean towards the school of thought of transformationalists – defining 
globalization from the perspective of the globalists – that is, the belief in the 
extensive interconnection of the world where globalization is the “intensification of 
worldwide relations which link distant localities in such a way that local 
happenings are shaped by events occurring many miles away and vice versa” 





goods, images and messages, technologies and techniques” (Appadurai 2001: 5), 
including discourses – leading to a degree of convergence in policies, practices, 
culture and thought.  At the same time, I acknowledge like the skeptics, that 
globalization is an unpredictable and open process that may in fact lead to some 
divergences and differences between and within nation-states in terms of policies, 
practices, culture and thought.     
 
2.2.2 Globalization, Higher Education and the Global Brand 
As mentioned earlier, this interconnection between societies affects many 
aspects of life – the economic, the political, the cultural among others.  Higher 
education too is being affected by this interconnection between societies. 
Globalization has shaped and influenced the nature and role of HEIs.  There 
particularly has been an increase in emphasis in universities on the exchange of 
students with the increase in mobility that comes with globalization.  However, as 
emphasized by Harvard’s ex-President, Lawrence H. Summers, who is quoted in 
an article written by Beth Potier in the 14 March 2002 issue of the Harvard 
University Gazette, 
[g]lobalization must – and has [to] …go beyond exchange of 
students to have an impact on the research agenda of the 
University, whether exploring historical, literary, or religious 
traditions of other nations or understanding tropical diseases or 
foreign political systems (Potier 2002).   
 
For example, Harvard is recommending to replace the Core Curriculum program 
that has been in place since the 1970s, with a new program “to help students to 
lead flourishing and productive lives by providing a general education curriculum 
that is responsive to the conditions of the twenty-first century”9
                                                            
9Information accessed from the Harvard website, ‘Faculty of Arts and Social Sciences’ - 
.  This would 





involve students taking subjects like “Societies of the World: to acquaint students 
with values, customs, and institutions that differ from their own and to help them 
understand how different beliefs, behaviors, and ways of organizing society come 
into being”10
Whilst I acknowledge that higher education is responding to and being 
influenced by the multi-faceted effects of globalization in a variety of ways (as in 
the case of Harvard above), I argue that it is primarily with the economic view, that 
the role of higher education in an age of globalization is changing and given even 
greater importance. This is because,   
.    
[u]niversities, always important to society, assume unprecedented 
centrality in the knowledge-based world of the 21st century.  
They provide the basic research that enables innovation to take 
place. They are also the source of training for the personnel 
required for the knowledge- and service-based industries of the 
new century (Altbach and Teichler 2001: 5). 
 
In fact, it is the ‘research and development’ (R&D) of universities “which attaches 
the university to the nation-state and its goals, as well as to the (trans)national 
economy” (Bishop 2006: 564).  Hence, higher education is seen as essential to 
contributing to economic growth through the knowledge it generates, specifically 
through its R&D.   
As such, my study suggests that due to the interrelations, 
interconnectedness and interdependence between societies, institutions and systems 
in this present globalizing world and the emphasis on knowledge economies, there 
is to a significant extent some kind of convergence11
                                                            
10ibid. 
 between the HEIs under study 
in terms of the aims, educational and research agendas, practices and more 
importantly for my study, in terms of the kind of identity construction and branding 
11Convergence has been defined as “the tendency of societies to grow more alike, to develop 





of the institutions.  My study suggests that these HEIs largely construct ‘global’ 
identities for themselves although situated physically in different parts of the 
world.   
 Globalists are the ones who suggest the convergence of policies, systems, 
institutions and practices across nations because of globalization (for a discussion 
on convergence, see for example, Kerr 1983, Bennett 1991 and Seelinger 1996).  
Globalists view globalization  
as an unprecedented transformational process deriving its 
overpowering forces from beyond national level.  They claim that 
these (16) supranational forces mold the world into one by 
severing the connection between territoriality and identity, 
overriding national and local differences, intensifying unrestricted 
flows of goods, capital, finance, images and ideas across borders 
[including, I suggest, branding], and integrating states, groups and 
individuals into the global systems and networks of interaction (Li 
2006: 17)  
 
in such a way that policies, systems, institutions, practices and such of nation states 
around the world become uniform or homogenous.  Essentially the claim is that 
“globalization has the power to override national differences and leads inexorably 
towards standardization and universalisation, i.e. convergence” (ibid: 3).  
 Li (2006) conducted an investigation on whether “convergence” was a 
necessary outcome of globalization by conducting a comparative study of four 
university systems in terms of their objectives, provision, funding and regulation 
situated in Hong Kong, Singapore, Taiwan and Thailand.  The study found 
evidence “of a growing trend of global convergence (4), yet also found some 
evidence of divergence” (ibid.: 5).  Li (2006) found that  
similar global pressures [on national systems and in turn on 
institutional settings] can result in a variety of outcomes in 
different national and cultural settings, with convergence and 
divergence combined in different patterns (4).   
 





of the intersection between similar ‘global’ forces and specific local forces at work 
in particular settings.  As such, the globalist claim of convergence due to 
globalization is not fully backed up by Li’s (2006) study.   
 Other studies have also looked into how universities, in specifically Asia 
and Europe, are transforming themselves into ‘world-class’ or ‘global’ universities 
around the world in response to globalization and the need to be internationally 
competitive (see for example Altbach and Knight 2007, Deem et al 2008, Mok 
2005 and Mok 2007).  These studies look into how the selected universities’ 
institutional plans, practices, policies, programs and so forth are being reformed 
and restructured with international benchmarking in mind.  These studies suggest 
that there is a tendency for the convergence (albeit local differences) of these 
institutional plans, practices, policies, programs and such, with respect to Anglo-
American paradigms and standards.  Mok (2007) reminds in her study of the 
danger of “policy copying without proper adaptation and contexualization” (447) 
especially when this leads to dangers of an American recolonization of knowledge, 
ways of thinking and cultures through education systems.    
 My study, which looks at the discursive construction of ‘global’ identities 
by universities (as opposed to examining the more actual practices, policies and 
plans of universities like the studies mentioned above), similarly looks into how 
there is some kind of convergence between universities in their construction of 
identity or branding as ‘global’ institutions resulting from globalization.  However, 
I also maintain that there is evidence of divergence in maintaining respective 
individual identities as ultimately education strategies and policies are thought of 
and implemented at the national level.   





(Enders and Fulton 2002), universities are able to maintain distinct identities.  
Given the “prominent historical role of universities in the process of nation-
building, and their dependence on the nation state” (ibid.: 3), there will be local 
differences between the universities although they are all constructed as ‘global’ 
universities.  In this way, both globalizing and localizing forces are simultaneously 
at work in contributing to the changing nature of these HEIs and hence, their 
identities. 
 These changes in the nature of institutions and their identities are most 
clearly seen through a study of their discourses.  Both Fairclough (see for example, 
1993, 1994, 1995a) and Wernick (1991) study the discourse used in selected 
modern universities in marketing and promoting these universities and hence 
constructing new identities in the new economy.  I elaborate on their studies in the 
review of contemporary discourse in Section 2.3.2.   
 
2.3 Discourse 
2.3.1 Concepts of Discourse 
Before I go on to state the view of discourse I will be adopting in my study, 
I first review the various definitions of discourse available.  A great many 
disciplines such as anthropology, philosophy, psychology, sociology and so forth 
have increasingly become interested in discourse and the study of it within their 
fields.   
As such, the term ‘discourse’ has come to take on different meanings to 
these different scholars.  Linguists have traditionally defined ‘discourse’ as that 
which is “beyond the sentence” (Schiffrin et al. 2001: 1) or as “language use” 





influenced by the formal (or structuralist) and functionalist paradigms respectively 
(Schiffrin 1994).  The definitions following from the formalist strand views 
discourse in terms of structural descriptions and the focus is on discourse as 
composed of units (Van Dijk 1985: 4, Hymes 1974b, Z.Harris 1951, as cited in 
Schiffrin 1994).   
 The study of discourse within a functionalist paradigm is “the study of any 
aspect of language use” (Fasold 1990: 65, as cited in Schiffrin 1994: 31).  Another 
statement of this view of discourse is Brown and Yule’s (1983:1, as cited in 
Schiffrin 1994: 3) which is that 
the analysis of discourse, is necessarily, the analysis of language 
in use.  As such, it cannot be restricted to the description of 
linguistic forms independent of the purposes or functions which 
these forms are designed to serve in human affairs. 
 
Hence functional definitions of discourse go beyond structural descriptions and are 
viewed “as a socially and culturally organized way of speaking” (ibid.: 35).  This 
definition then assumes that language and context are interrelated.   
 Schiffrin (1994) proposes a yet another definition of discourse, that is, 
“discourse is utterances” (39).  This definition  
captures the idea that discourse is “above” (larger than) other or 
units of language; however, by saying that utterance (rather than 
sentence) is the smaller unit of which discourse is comprised, … 
[it is] suggest[ed] that discourse arises not as a collection of 
decontextualized units of language structure, but as a collection 
of inherently contextualized units of language use (ibid.: 39). 
   
This definition of discourse is supposed to be a balance between the formal and 
functionalist perspectives with a focus on patterned language in use.  
 Whilst my focus is more on the functionalist paradigm given that I am 
concerned with the function of language in use – in identity construction, in 





above still focus strongly on discourse as language per se.  I wish to follow the 
definition of discourse as viewed by scholars like Fairclough (see for example, 
1989, 1992, 1993, 1995a), Blommaert (2005) and Gee (2005) whose definitions 
seem to stem from how Foucault, amongst other social theorists, views discourse.  
Foucault views ‘discourse’ as knowledge produced via language (Hall 2001).  
More importantly, Foucault highlights that “since all social practices entail 
meaning, and meanings shape and influence what we do — our conduct — all 
practices have a discursive aspect’’ (Hall 1992: 291, as cited in Hall 2001: 72).  
This concept of ‘discourse’ is clearly not purely linguistic as it is “about language 
and practice. It attempts to overcome the traditional distinction between what one 
says (language) and what one does (practice)” (ibid.: 72).   
 As such, Foucault was preoccupied with knowledge and meaning being 
produced not only through language but through discourse (which includes 
practices) (Hall 2001).  For example, he argues that we can only have knowledge 
about subjects (like ‘madness’ and ‘sexuality’) through discourse which produces 
knowledge about these subjects (Hall 2001). Viewed from this perspective, I too 
claim that the meaning of globalization and knowledge about it only exists in 
discourses about the subject.   
 As mentioned, Fairclough (see for example, 1989, 1992, 1993, 1995a), 
Blommaert (2005) and Gee (2005) adopt definitions of discourse that are similar to 
Foucault.  They view discourse as multimodal.  As mentioned in Chapter 1, 
Fairclough (1992) states that discourse is “a form of social practice” (63).  This 
view of discourse is in a dialectical relationship with the social context – discourse 
is “socially shaped, but it is also socially shaping, or constitutive” (Fairclough 





semiotic systems like gestures and photography.  Fairclough (1992) points out that 
when language as discourse is studied on these terms as multimodal discourse,  
countless new areas for the critical investigation of social and 
cultural life [are opened up] - the composition of cultural groups, 
the management of social relations, the constitution of social 
institutions, the perpetuation of social prejudices, and so on (as 
cited in Jaworski and Coupland 2006: 4) .     
 
  Blommaert’s (2005) definition of discourse too follows a multimodal 
perspective.  Blommaert views discourse as the “general mode of semiosis i.e. 
meaningful symbolic behaviour” (Blommaert 2005: 2) which “transforms our 
environment into a socially and culturally meaningful one” (ibid.: 4).  He locates 
his view of discourse in “the present world system, that of so-called globalization” 
(ibid.: 2), the wider context within which my study is situated as well.  
Gee (2005) too similarly views discourse as multimodal and is more 
explicit (than Fairclough and Blommaert) in defining the wide-ranging meaning of 
discourse.  Gee (2005) makes a “distinction between ‘Discourse’ with a ‘big D’ 
and ‘discourse’ with a ‘little d’” (7) where ‘discourse’ with  little ‘d’ refers to 
“language-in-use” (ibid: 7) that is used “on site” to construct activities and 
identities” (ibid.: 7) and ‘Discourse’ with a big ‘D’ refers to non-linguistic “stuff” 
that includes “ways of acting, interacting, feeling, believing, valuing, and using 
various sorts of objects, symbols, tools, and technologies” (ibid.: 7).  He 
importantly highlights that both activities and identities are never realized merely 
through language.  He rightfully points out that both little ‘d’ discourses (linguistic 
resources) and big ‘D’ Discourses (non-linguistic resources) are involved in 
enacting identities and activities.  Hence, he stresses that when one enacts an 
identity, both linguistic and non-linguistic features are employed. 





incorporating both linguistic and non-linguistic elements that are essential in the 
enactment of social practice.  I specifically adopt Fairclough’s (1992) definition of 
discourse as “a form of social practice” (63). 
 
2.3.2 Discourse and Globalization (Contemporary Discourse) 
The current period in which contemporary life exists (roughly from the 
1960s) has been labeled “‘Late modernity or ‘High Modernity’” (Giddens 1991).  
Late modernity is also a period that has been claimed to be “marked by a twist in 
that process which is widely referred to as ‘globalisation’” (Harvey 1990; Giddens 
1991, as cited in Fairclough 2006b: 150).  It has been argued that late modernity or 
this “globalised new economy” (Heller 2003: 473) is distinguished from the 
‘modern’, industrial, pre-Second World War period by “the shift in advanced 
capitalist economies from manufacturing to service industries” (Jaworski and 
Coupland 2006: 4).  As mentioned in the introduction, these service industries 
function within an “enterprise culture” (Keat 1991: 1) where most of the previously 
publicly-funded institutions and organizations like HEIs now function as private 
bodies.   
This shift to service industries in a consumer culture has led to language 
and discourse to have “particular salience in contemporary, late-modern social 
arrangements” (Jaworski and Coupland 2006: 6).  Fairclough argues that with the 
shift to service industries, comes “technologisation” -  “an on-going cultural 
‘process of redesigning existing discursive practices and training institutional 
personnel in the redesigned practices’ (Fairclough 1995: 102), brought about partly 
through so-called ‘social skills training’” (as cited inJaworski and Coupland 2006: 





with customers in service industries clearly illustrates how language “is a valuable 
commodity, potentially a source of ‘competitive advantage’, which therefore needs 
to be ‘managed’” (324).  Another study that has focused on language as a 
commodity is Heller’s (2003) study of how French as a language has shifted from 
being an indicator of ethnonational identity to a commodity to be marketed in 
francophone areas of Canada.  These studies show how language can become a 
commodity that is marketable (Cameron 2000; Heller 2003), and “its purveyors 
can market themselves through their skills of linguistic and textual manipulation” 
(see Bourdieu, Chapter 32, as cited in Jaworski and Coupland 2006: 5).  
This commodified language takes on new forms in late modernity.  
Habermas (1984) approaches  
the analysis of the discourse of modernity through his postulation 
of a progressive colonization of the ‘lifeworld’ by the economy 
and the state, entailing a displacement of ‘communicative’ 
practices by ‘strategic’ practices, which embody a purely 
instrumental (modern) rationality (as cited in Fairclough 1995a: 
136).  
 
Harbermas claims that this colonization process is exemplified by the colonization 
of numerous spheres of modern life by advertising and promotional discourse (as 
cited in Fairclough 1995a).  This colonization of numerous discourses by the 
advertising and promotional discourse has led to “[h]ybridity, heterogeneity, 
intertextuality” which are argued to be “salient features of contemporary discourse 
… because the boundaries between domains and practices are in many cases fluid 
and open in a context of rapid and intense social change …”(Fairclough 2006b: 
151).   
This notion of hybrid discourses is important for my study and I elucidate 
this notion further by drawing examples from Fairclough’s (see for example, 1993, 





discourse and the marketization of public institutions (where he looks at 
universities).  Fairclough (1994) claims that “[p]olitics, public services and the 
professions in Britain are nowadays manifestly colonized by advertising genre” 
(254) and discusses how this colonization has taken place in the banking and the 
university sectors.  He argues that there is a “‘conversationalization’ – the 
modeling of public discourse upon the discursive practices of ordinary life, 
‘conversational’ practices in a broad sense” (ibid.: 253) present in the brochures 
and prospectus (texts) of these industries.  ‘Conversationalization’ is an element of 
advertising, using for example, direct address, simulating the act of having a 
conversation.  In this way, ‘conversationalization’ is used to provide information 
about these institutions as well as play a promotional role.  Fairclough (1994) states 
that it is becoming more difficult to distinguish “‘informative’ discourse from 
‘persuasive’ discourse (or, ‘telling’ from ‘selling’), since information is so widely 
covert promotion” (256).  He argues that this promotional injection in discourses 
leads to “[h]ybridization … a heterogeneous text which mixes features of two 
genres …” (ibid.: 256).  Faircough argues that these hybrid, promotional genres are 
an aspect of the “marketization of the discursive practices of universities” 
(Fairclough 1995a: 140).  This is as a result of HEIs functioning as businesses in 
competition to win over consumers.  As such this has led to changes in, not only 
the language (discourse) in the institution but all practices (Discourse).  This  
elevation of promotion in the hierarchy of institutional practices 
tends to mean that all the practices of an organization (even for 
instance the ‘internal’ discursive practices of teaching and so 
forth in universities) come to be constructed with a view to their 
promotability (Wernick 1991, as cited in Fairclough 1994: 258).   
 
Wernick (1991) has argued that the “the late capitalist university has been 





academic activity, besides fund raising, where the activity of promotion (typically 
through d/Discourse) plays a crucial role - student recruitment, academic 
publishing, faculty career competition and accreditation (Wernick 1991).  He gives 
the example of how “[i]nstitutional self-promotion” (160) is evident in Trent 
University’s publicity materials where the address is aimed at students to attract 
them to choose Trent University.  He points out that these media address and hence 
position students as consumers.  He even further suggests that the better students 
are “not merely customers to be wooed … [but] property to be acquired” (ibid.: 
161).  Attracting the right kinds of students would also “serve as a promotional 
signifier in its own right” (ibid.: 161). 
It  has been argued by Gee (2005) that “a transformed (even novel) social 
language … may, of course, eventually come to be seen as a “pure” and different 
social language in its own right, when people forget that it arose as a mixture …” 
(105).  As such, I argue that these hybrid discourses which are constitutive of 
contemporary discourse can function as a new social language – a discourse of 
globalization.  This discourse of globalization hence allows the universities to 
reconstruct ‘global’ identities in different locales, embodying local differences, 
arising out of differences in local contexts.  As such, the context of globalization 
works in a dialectic relationship with local contexts in playing a role in the 
construction of the identities of universities.  I also suggest that this discourse of 
globalization that arises out of globalization processes, can work not only to 
construct for these institutions ‘global’ identities but also affect real, concrete 
changes in these institutions.   
In illustrating this dialectical relationship between discourse and 





gives the example of a statement made by the Romanian Minister of 
Communications and Information Technology at a conference on outsourcing in 
November 2005 that is worth discussing.  The Minister is quoted as saying  
[o]utsourcing is an area of success for Romanian Information and 
Communications Technologies.  Competition in this market has 
become intense, with Romania having to compete in the global 
village not only with European countries but also with countries 
in the Far East and Latin America.  Only a marketing and 
branding strategy which is well structured and envisaged for the 
medium term will help us to situate ourselves in a leading position 
in this global competition (ibid.: 1). 
 
The above is a translated version of the Romanian original.  Fairclough’s purpose 
in highlighting this quote is to show that the “business discourse” (ibid.: 1) is 
becoming apparent even in a post-communist country like Romania which is now 
“operating economically in the capitalist ‘global economy” (ibid.: 2) – one of the 
effects of contemporary globalization.  According to Fairclough (2006a), the 
Romanian original of the quote includes some direct borrowings from the English 
language like “marketing” and “branding” (2).  Words like “global” existed in the 
Romanian language in the past but take on new meanings of the “contemporary 
business English” (ibid.: 2). In this way, there exists a “relationship between 
economic globalization as it affects Romania and the new business discourse” 
(ibid.: 2).  As such, with economic change, comes a change in discourse – in other 
words, the change in discourse is impacted and influenced by the processes of 
globalization.  At the same time, in highlighting that  
it was only after the discourse began to circulate and be 
disseminated in Romania that the new economic practices, 
institutions, organizations and agents which it predicted and 
prescribed for Romania ... began to become real (ibid.: 2), 
 
Fairclough points out that there is an inextricable dialectic relationship between 





discourses of globalization do not merely represent processes and 
tendencies of globalization which are happening independently.  
They can under certain conditions also contribute to creating and 
shaping actual processes of globalization (ibid.: 4).   
 
However, Fairclough (2006a) states that it is crucial to “make a distinction 
between actual processes and tendencies of globalization, and discourses of 
globalization” (4).  While actual sets of changes relating to globalization are taking 
place, there are differing discourses that use differing vocabularies and even 
grammatical features in representing globalization and its changes.  For example, 
in some discourses, globalization is represented as an agent as in, “globalization 
opens up new markets” (ibid.: 4) and in others, it is merely represented as a 
process.  However, Fairclough (2006a) adds later on that there is no real way to 
separate these as although there are real and actual processes of globalization 
whether one notices these or not, the only way we can reflect and discuss these 
processes is by representing them through discourse.  The question then is which 
discourses to select in representing these actual processes and whether or not these 
discourses are adequate or I suggest, even accurate, in representing these processes.  
It is here that the issue of ideology becomes pertinent.  My study looks into how in 
using discourse to construct ‘global’ identities, universities propagate certain 
ideologies of globalization. 
 
2.3.3 Branding and Discourse 
Machin and Thornborrow (2003), who study the discourses about women in 
the magazine Cosmopolitan in order to understand how the magazine establishes 
global branding, while maintaining localized versions, define brand (according to 
the producers of Cosmopolitan) as “a set of representations and values that are 





being associated with values or attributes.  For example, brands like Coca-Cola are 
not directly related to the product but “to a set of values” (Klein 1999: 24) where 
the global brand Coke has with it associations of “traditional, unique, American, 
and yet universal pastime’ (Myers 1999: 7).  These associations apparently appeal 
to a worldwide audience, especially to those who wish to align themselves to 
Western (and in particular, American) values.  This means that what is of focus is 
not the product per se but the values and attributes that are associated with the 
product.  As such, it is the “core values [which] are important in performing the 
operation of ‘materializing’ the brand” (Gilmore 2001, as cited in Flowerdew 
2004: 584).  I suggest that these core values are put forth through particular 
discursive strategies.  According to Flowerdew (2004), in his study on the 
discursive construction of a world-class city,  
branding is essentially concerned with discursive processes. 
These discursive processes, developing from the linguistically 
defined core values, are directed towards the creation (semiosis) 
of an image or set of images, along with a logo that will define the 
brand.  The purpose of this semiotic process is social action, to 
persuade people to buy the product or service represented by the 
brand (585).   
 
As such, I draw on Machin’s and Thornborrow’s (2003) view that the 
“‘brand’ is realized through specific discursive practices” (454).  This is done 
through a hybrid discourse of globalization that embodies promotional functions 
and this is crucial to the realization of branding.  As such, in my study, as 
mentioned in Chapter 1, I suggest that the universities in question brand 
themselves as ‘global’ universities by associating with the universities the core 
values of interconnectedness, excellence and entrepreneurship.   
There is also a link between brand and identity as recent consumer research 





that people relate to as significant components of their own identities and overall 
life world (Elliott and Wattanasuwan, 1998; Fourier, 1998; Holt, 2002)” 
(Arvidsson 2006: 5).  In fact, it has been argued that  
brands do not so much stand for products as much as they provide 
a part of the context in which products are used.  This is the core 
component of the use-value that brands provide consumers with. 
With a particular brand I can act, feel and be in a particular way. 
With a Macintosh computer I can become a particular kind of 
person, and form particular kinds of relations to others.  A brand 
is thus nothing less than the propertied ‘frame of action’, to use 
Erving Goffman’s (1974) term (ibid.: 8). 
 
In this way, institutional brands construct ‘global’ identities not only for the 
institutions but also for their members.   
The argument that branding is essentially achieved through discourse 
further strengthens the intimate relationship between discourse and identity 
construction.  The final section reviews this relationship between discourse and 
identity and also with ideology as any discourse is essentially ideological. 
 
2.3.4 Discourse, Identity and Ideology 
Discourse and identity are intimately connected as  
speakers and writers use the resources of grammar to design their 
sentences and texts in ways that communicate their perspectives 
on reality, carry out various social activities … and allow them to 
enact different social identities …. (Gee 2005: 5).   
 
In fact, it has been pointed out that an utterance only has meaning if it 
communicates a who (a socially situated identity) and a what (a socially situated 
activity) (Wieder and Pratt 1990a, as cited in Gee 2005).  Consistent with his 
definition of discourse, Gee (2005) points out that it is essential to realize that in 
enacting particular identities, what is required is not just language but other non-





in discourse, but rather as performed, enacted and embodied through a variety of 
linguistic and non-linguistic means” (De Fina et al. 2006: 3).  In fact, Gee (2005) 
highlights that “[t[he key to Discourses is “recognition”” (27).  In my study, the 
key to Discourses in the institutions is being recognized as having a ‘global’ 
identity.   
Indexicality which is a process that links utterances to wider social 
practices and structures through linguistic signs (De Fina et al. 2006) has also been 
emphasized in various works as playing a central role in “the creation, performance 
and attribution of identities” (see also Benveniste 1971; Silverstein 1976, as cited 
in ibid.: 4).  As such “an utterance may indexically invoke social norms, roles and 
identities” (Blommaert 2005: 252) and hence indexicality can make utterances 
ideological.  Following Blommaert (2005)’s example, the  usage of the word ‘sir’ 
may not only refer to a male person but also index differences in social status and 
social relationships between a superior and a subordinate.  As such, the word ‘sir’ 
may be deemed as ideological in the way it positions status and power 
relationships between the person uttering it and the person addressed.  Hence,  
[i]ndexicality is thus a resource for the construction of discourse 
identities that link the micro and the macro level thanks to the 
shared nature of ideologies, cultural models, Discourses and 
social representations that assign roles, typical behavioral 
patterns, even physical or mental characteristics to social agents 
and that presuppose scenarios in which stereotypical social 
relationships are represented (De Fina et al. 2006: 15).   
 
Similarly, discourse features in the narratives in question in my study can index 
certain local and ‘global’ identities by appealing to certain values, knowledge and 
positionings arising out of the context of globalization and this may reveal an 
ideological stance in these narratives.  





“political” (Gee 2005: 1).  This is because whenever we use grammar, it entails 
taking a particular perspective of the world (ibid.).  For example, the narratives in 
my study, for example in the NUS data, take a perspective that certain areas of 
disciplines science, technology and engineering (typically disciplines that are 
deemed ‘valuable’ in a globalizing world) are better than others through the 
‘preferred’ positioning of these disciplines.  This leads us to the notion of 
‘inequality’ as when language use is political and certain perspectives (and hence 
identities, knowledge and values) are evoked and favored over others, inequalities 
arise.  In my study, there is a focus in the data (for example, from the data on NUS) 
on forms of knowledge like science, technology and engineering, that are deemed 
to have value and power in a globalizing world, as opposed to knowledge like the 
arts and the humanities.  This leads to inequalities being established between these 
disciplines and their users.  I elaborate on these inequalities between disciplines of 
study in Chapter 8. 
According to Blommaert (2005), “a critical analysis of discourse needs to 
focus on power effects, and in particular on how inequality is produced in, through 
and around discourse” (233).  I suggest that the construction of the identities of the 
universities as ‘global’ universities arises out of the inequalities present and 
established through the power and context of globalization.  The construction of a 
‘global’ identity, like the construction of elitism by the airline industries’ frequent 
flyer programs (c.f. Thurlow and Jaworski 2006), “depend[s] on the constant 
manifestation and experience of inequality” (116) in the narratives.  I suggest that 
underlying for example, the inequalities established between areas of disciplines, is 





globalization (which is linked to the neoliberal ideology of globalization) which 
has been introduced in Chapter 1 that NUS subscribes to.   
 
2.4. Conclusion 
This chapter has reviewed the fields of study of globalization and discourse 
that are most pertinent to my study and serve as the background for my analyses, 
propositions and findings.  The next chapter discusses the methodology of the 
study, presents the data and explicates in detail the theoretical frameworks used in 






















METHODOLOGY AND THEORETICAL FRAMEWORK 
 
3.1 Introduction 
The four universities examined in this study are Harvard, Oxford, NUS and 
SNU.  These universities are investigated in terms of how they discursively 
construct (and so brand) themselves implicitly or explicitly as ‘global’ universities.  
Based on a cursory glance at the universities’ websites, it is my premise that all four 
universities have ‘global’ aspirations – although they position themselves as 
‘global’ universities with varying degrees and varying discursive strategies.  
Harvard is positioned as one that “has long been a global university” in an article 
written by Bob Brustman (2005) in the 15 December 2005 issue of the Harvard 
University Gazette.  Oxford pitches itself in its website as “one of the leading 
international universities”12.  NUS prides itself “as a leading global university 
centred in Asia”13 while SNU communicates that it is “committed to becoming a 
global institution”14
 
, on their websites. 
3.2 Data 
3.2.1 The Universities 
As initially stated in Chapter 1, the main aim of this study is to investigate 
how universities in this globalizing world position and brand themselves as 
‘global’.  Blommaert (2003) states that the world system is made up of different 
                                                            
12Information accessed from Oxford’s, ‘Studying at Oxford: An Introduction’ –  
http://www.ox.ac.uk/ about_the_university/ introducing_oxford/ studying_at_ oxford_ an_ 
introduction/index.html on 17 June 2008.  
13Information accessed from NUS’s ‘About NUS’- http://www.nus.edu.sg/aboutus/ on 6 February 
2009. 
14Information accessed from SNU’s ‘SNU in the World: Global Standing’ –  





structural spaces, with ‘core regions’, ‘peripheries’ and ‘semiperipheries’ in 
between (see also Wallerstein 1983, 2001) – where ‘core regions’ refer to the “‘top’ 
of the world system” and ‘peripheries’ refer to the “‘bottom’ … of that system” 
(Blommaert 2003: 612).  These structural spaces, which are unequal given that the 
world system is based on inequality, are interconnected.  Therefore in order to fully 
investigate how universities position themselves as ‘global’ in the present world 
order, it becomes necessary to examine such positionings in the light of universities 
located within these different structural spaces.  Oxford in the United Kingdom and 
Harvard in the United States can be argued to be located in the ‘core regions’ of the 
world while NUS and SNU are Asian universities located in Singapore and South 
Korea respectively – countries that can be argued to be located in the 
‘semiperipheries’ of the world system, which includes the regions between the 
‘core regions’ and the ‘peripheries’.  An examination of universities located in the 
‘peripheries’ of the world system - for example, in areas like Africa - in how they 
may or may not position themselves as ‘global’ is not carried out in this study.  This 
is because a cursory glance of the websites of universities located in the 
‘peripheries’ does not reveal any real strategies in claiming a ‘global’ status.  There 
is a heightened focus on establishing local identities in improving local economies. 
The universities selected for study as representative of universities within 
the ‘semiperipheries’ of the world system are Asian as Asian universities are 
considered as ‘emerging’ universities in the world given that, as predicted by 
French Defence Minister Herve Morin, “during the 25 years to come, the centre of 
gravity of the world will move to Asia” (as quoted by Eyal (2008) in an article 
written in The Straits Times on 6 June 2008).  Increasingly, there is a general 





interesting study in how they position themselves, particularly as ‘global’ or 
‘world-class’ universities in an attempt perhaps to join the ranks of universities in 
the ‘core regions’.  NUS and SNU have consistently performed well according to 
university rankings like the Times rankings 200815 which ranked NUS as 30th in the 
world and SNU as 50th in the world with both also being within the top 10 Asian 
universities in the world.  While NUS has been singing its own praises as an Asian 
university that has successfully remained within the top 35 since about 200416, 
SNU is recognized as a university to have made great improvement in terms of 
ranking, jumping from 93rd to 63rd position in 2006 (see Neo 2006 in an article 
written in The Straits Times on 6 October 2006), and making it to the 51st position 
in 2007, according to the Times rankings17.  According to the Times rankings 
200818, it has been ranked 50th in the world and its climb up the ‘global’ ranking of 
universities is acknowledged with pride in its website19
Harvard and Oxford which are located in the ‘core regions’ of the world 
system (see Blommaert 2003) have been traditionally considered as elites within 
the university system.  They have long, rich histories and have long acquired the 
reputation of being top-notch universities with ‘global’ appeal.  In terms of 
university rankings according to the Times rankings, they consistently clinch the 
top spots with Harvard always gaining the number 1 position and Oxford appearing 
 – hence acquiring for itself 
a reputation as a successful, emerging university.   
                                                            
15The Times rankings 2008 accessed from http://www.timeshighereducation.co.uk/ on 8 June 2009. 
16See for example, NUS’s‘Milestones 2004’ - http://www.nus.edu.sg/aboutus/milestones/2004.php, 
‘Milestones 2005’- http://www.nus.edu.sg/aboutus/milestones/2005.php and ‘Milestones 2006’ -      
http://www.nus.edu.sg/aboutus/milestones/2006.php, all accessed 6 February 2009.  See also 
‘Continuity and Transformation: Leaping into the Global League’ (2008). 
17The Times rankings 2007, accessed from http://www.timeshighereducation.co.uk/ on 8 June 2009. 
18The Times rankings 2008 accessed from http://www.timeshighereducation.co.uk/ on 8 June 2009. 
19Information accessed from SNU’s ‘SNU in the World: Global Standing’ - 





within the top 5 since 200420
 
.  These two universities (amongst other universities 
like the University of Cambridge and Yale University) have typically been 
considered as ‘benchmarks’ of universities with ‘global’ standings and ‘global’ 
identities by other universities considered as ‘below’ them (for example, such as 
NUS and SNU discussed in this study) and these universities ‘below’ them aspire to 
emulate these universities of higher standing.  For example in 1996, the then Prime 
Minister of Singapore, Goh Chok Tong, challenged the NUS and the Nanyang 
Technological University (of Singapore) (NTU) “to aim for world-class status and 
become “the Harvard and MIT of Asia” [respectively], making Singapore “the 
Boston of the East”” (as quoted by Chua (1996) in an article written in The Straits 
Times on 22 September 1996).  He added that he hoped NUS and NTU would 
“acquire a reputation for excellence and be dubbed the Harvard and MIT of Asia 
respectively” (ibid.).  In this way, universities like Harvard are heralded as 
universities to follow.  As such, Harvard and Oxford are examined in how they 
position themselves as ‘global’ institutions through discursive strategies.  These 
universities are used as the bases of comparison and contrast with how the Asian 
universities construct for themselves ‘global’ identities through discursive 
strategies.  Such comparisons would provide insights into how universities located 
within different structural spaces in the world system construct for themselves 
‘global’ identities – what the similarities and differences are and how globalization 
processes determine or influence such constructions discursively. 
 
 
                                                            
20Refer to the Times rankings for the years 2004-2009, accessed from 





3.2.2 Background of Selected Universities 
3.2.2.1 Harvard University 
Harvard claims to be the oldest HEI in the United States (the US).  In 1986, 
it celebrated its 350th anniversary.  Harvard College was set up in 1636 through the 
vote of the Great and General Court of the Massachusetts Bay Colony.  It was 
named after its first benefactor, John Harvard of Charlestown who was a young 
minister.  He left his library and half his estate to the university after his death in 
1638.  In the early years, the College provided a classic academic course that 
followed the English university model though in harmony with the then existing 
Puritan philosophy of the first colonists.  However, the College was never officially 
associated with any particular religion.  The College became independent from 
Puritanism when John Leverett was elected as the first president, who was also not 
a clergyman.  As the college developed in the 18th and 19th century, the curriculum 
expanded, especially in the sciences.  Charles W. Eliot, who was president from 
1869 to 1909, changed the university into a modern one with the Law and Medical 
schools being rejuvenated and other graduate schools like Business and the Arts 
being started.  Student and faculty numbers grew.  Through the establishment of the 
‘Harvard Annex’ for women’s instruction by the Harvard faculty in 1879, higher 
education was made more accessible to women at that time.  A. Lawrence Lowell, 
who was Harvard president from 1909 to 1933, restructured the undergraduate 
program to provide a more liberal education to students by offering concentration in 
a single field with course requirements distributed within other disciplines.  He also 
introduced the current tutorial system.  Recent Harvard presidents like James Byant 
Conant and Lawrence H. Summers have all made important contributions to 





that an agreement was made to make Harvard classrooms accessible to women for 
the first time.  Summers, who has held various senior public policy positions 
including as the secretary of the treasury of the US, was Harvard’s president from 
2001-2006.  He came up with ambitious plans, amongst others, for “significant 
growth in the faculties” and in the “the further internationalization of the Harvard 
experience”21
 
.  Harvard has from the beginning and continues to produce famous 
scholars and people, including numerous Pulitzer Prize winners and Nobel Prize 
winners like Theodore Roosevelt (Peace, 1906) and Amartya Sen (Economics, 
1964).  Famous graduates of Harvard include Al Gore (1969), Benazir Bhutto 
(1973) and actress Mira Sorvino (1989).  It has also produced seven United States 
Presidents, including John F. Kennedy, George W. Bush and Barack Obama.   
3.2.2.2 Oxford University 
Oxford states in its website that it is the “oldest university in the English-
speaking world”22 although there is no precise date known of its foundation.  
However, there was some form of teaching in Oxford from 1096 and Oxford 
developed quickly after Henry II stopped students from going to the University of 
Paris.  The university’s “tradition of international scholarly links”23
                                                            
21Information accessed from Harvard’s ‘The Harvard Guide: Recent History’ - 
 started as early 
as 1188 when a public reading was given to assembled Oxford dons by historian 
Gerald of Wales and when Emo of Friesland, known as the first overseas student, 
arrived in 1190.  Since its early days, Oxford has had its share of scholars who have 
been involved in religious and political clashes.  For example, Henry VIII 
http://www.news.harvard.edu/guide/intro/hist3.html on 6 October 2008. 
22Information accessed from Oxford’s ‘Introducing Oxford: A Brief History of the University’ - 
http://www.ox.ac.uk/about_the_university/introducing_oxford/a_brief_history_of_the_university/in






compelled the university to accept his divorce from Catherine of Aragon in 1530.  
The 18th century saw Oxford in an era of scientific discovery and religious revival 
with for example, Edmund Halley, Professor of geometry predicting that the comet 
sharing his name will return.  The university also played a large role in the 
Victorian era, particularly in controversies to do with religion.  Since 1833, the 
Oxford Movement tried to resurrect the Catholic features of the Anglican Church.  
John Henry Newman, one of its leaders, became a Roman Catholic in 1845 and 
even went on to become a Cardinal.  From 1878, academic halls especially for 
women were started and in 1920, the women were allowed full membership of the 
university.  In the 20th and early 21st centuries, Oxford added research capacities in 
natural and applied sciences including medicine.  This strengthened its role as an 
international academic institution.  Oxford’s more than forty colleges and halls also 
provide a highly interdisciplinary environment that “inspires much of the 
outstanding research achievement of the University and makes Oxford a leader in 
so many fields”24.  It has also, like Harvard produced numerous famous scholars 
and people.  Examples include numerous British Prime Ministers like Margaret 
Thatcher and Tony Blair, international leaders like Indira Gandhi who was Prime 
Minister of India and Aung San Suu Kyi, leader of the Burmese National League 
for Democracy and winner of the Nobel Peace Prize in 199125
 
. 
3.2.2.3 National University of Singapore 
NUS is the first HEI established in Singapore.  It was initially founded as 
the Straits Settlement and Federated Malay States Government Medical School in 
                                                            
24Information accessed from Oxford’s ‘Introducing Oxford’ - 
http://www.ox.ac.uk/about_the_university/introducing_oxford/index.html from 17 June 2008. 
25Information accessed from Oxford’s ‘Oxford’s People: Famous Oxonions’ - 
http://www.ox.ac.uk/about_the_university/oxford_people/famous_oxonians/index.html 





1905 and later evolved into the University of Malaya after the union of the Straits 
Settlement and Federated Malay States Government Medical School and Raffles 
College (which was set up by Sir Stamford Raffles in 1928) in 1949.  The 
University of Malaya was set up to serve both Singapore and the Federation of 
Malaya.  However in 1962, the University of Singapore was established after it was 
decided by the Governments of Singapore and the Federation of Malaya that the 
Singapore Division and the Kuala Lumpur Division of the University of Malaya 
should separate to function as autonomous universities in their individual countries.  
Eventually, the National University of Singapore (NUS) came about when the 
University of Singapore and Nanyang University (which was set up by the Chinese 
community in 1955) merged on 8 August 1980.  On 1 April 2006, NUS “marked 
the beginning of a new chapter in NUS' development as Singapore's global 
university”26 by becoming corporatized.  This means that NUS now adopts “a new 
model of governance with greater autonomy to chart its own destiny, differentiate 
itself and pursue new heights of excellence in education, research and service”27.  
In 2009, with the appointment of a new President, Dr Tan Chorh Chuan, NUS now 
positions itself as “a leading global university centred in Asia”28
 
 in its website.  
3.2.2.4 Seoul National University 
SNU, opened in October 1946, is South Korea’s first university.  It initially 
consisted of nine colleges and one graduate school.  However, there was a 
campaign by numerous students and professors to oppose the setting up of a 
national university.  Another campaign supporting this establishment of a national 
                                                            
26Information accessed from NUS’ ‘Milestones 2006’ - 
http://www.nus.edu.sg/aboutus/milestones/2006.php on 6 February 2009. 
27ibid. 






university arose as well.  Many students who started the demonstration were 
expelled.  In September 1947, the university finally resumed classes.  SNU changed 
its official Korean name to ‘Seoul University’ on Independence Day of 1948, 
although the quest for a national university still continued.  In 1950, because of the 
Korean War, the university relocated to Busan and together with other private 
universities which relocated there, the university formed a ‘War-time United 
University System’ which existed from February 1951 to May 1952.  The 
university then set up its main campus in Busan when the system was discontinued 
in June 1952.  Even during this time of movements, the university expanded and 
became an institute with various colleges and a graduate school.  When the Korean 
War ended, the university returned to Seoul in September 1953.  However, due to 
the war, there was loss of students, academia, documents and the original campus.  
The university began restoration works and strove to become autonomous.  This 
drive for autonomy was challenged when the military government suppressed the 
university’s attempts at becoming autonomous.  The dictatorship of the military 
government was protested by the students through demonstrations for democracy.  
During this time, the “Ten-Year Development Plan” was completed in 1968 and the 
university began its relocation.  In February 1975, the university relocated to the 
present Gwanak campus.  However, there were constant clashes between students 
and professors demonstrating for democracy and the military government.  In June 
1987, the military government yielded to the civil democratization movement and 
the 6th Republic allowed the university to once again elect the president of the 
university by the professors.  Finally, normalcy returned to the university and 
numerous research centers were established.  The university has since striven to 





Development Program”, adopted in 1977 which sets out three characteristics that 
the university is to continually endeavor to exemplify: ““a university of education”, 
“a university of the nation” and “a global university””29 and the “Long-Term 
Development Plan”, adopted in 2007 which has visions in three stages: “enhancing 
educational achievement at the highest level globally by the year 2010; securing the 
highest world-class level of research capability by focusing on interdisciplinary 
research by 2015; and leading the university to become a world-class research 
university by the year 2025”30
 
.   
3.2.3 Source of Data 
The data investigated in this study is derived mainly from the respective 
universities’ websites given that the internet is increasingly becoming a marketing 
tool that allows brand management.  The internet also falls within the definition of 
the media which includes the press, television and radio.  The media generally 
includes “all those entities which contribute to the socially important process of 
‘mediation’” (Fairclough 2006a: 6).  Mediation is understood according to 
Fairclough (2006a) as “partly a matter of overcoming distance in communication, 
communicating with ‘distant others’” (6).  These media have “their own codes, 
conventions, formats, genres and so forth, and which affect the character of the 
communication in particular ways (Silverstone 1999, Tomlinson 1999)” (ibid.:6).  I 
suggest that the websites of universities are largely similar and hence function as a 
kind of genre of their own.  These websites allow audiences from all around the 
world to access information about the respective universities.   
 
                                                            
29Information accessed from SNU’s ‘Overview: History’ - http://www.useoul.edu/about/ab0102.jsp 






I suggest that university websites function in similar ways to university 
brochures.  Osman (2008) studied the university brochures of Malaysian 
universities in how these Malaysian universities re-branded themselves.  University 
brochures, as in the case of university websites, are typically produced by the 
Corporate Affairs or the Corporate Communications departments of the 
universities.  As such, like university brochures, university websites fall under the 
corporate genre – where there are the dual communicative functions of providing 
information about the universities and also promoting the universities.  Osman 
(2008) suggests that “a brochure is a genre of persuasive discourse shaping the 
thoughts, feelings and lives of the public (Dyer 1993) placing it under the field of 
advertising” (60).  Since university websites function in a similar way to university 
brochures, I suggest that the communicative function of the university website is 
more promotional than informative.    
The data from the websites is specifically selected from what I term as the 
‘About X’ links, the ‘Global’ links and where applicable, the ‘Enterprise’ links on 
the websites.  A look at various university websites reveals that typically 
universities have a link ‘About X’ where X stands for the name of respective 
universities.  For example, the Harvard, NUS and SNU have the links “About 
Harvard”31, “About NUS”32 and “About SNU”33 respectively while Oxford has a 
similar link, “About the University”34
                                                            
31‘About Harvard’ accessed 26 May 2009, from 
.  Under the link ‘About X’, each university 
has sublinks leading typically to the President’s Message, the milestones of the 
university, the organizational structure of the university and the identity of the 
university (which includes its vision and mission), amongst others.  It is to be noted 
http://www.harvard.edu/about/index.php. 
32‘About NUS’ accessed 6 February 2009, from http://www.nus.edu.sg/aboutus/. 
33‘About SNU’ accessed 6 February 2009, from http://www.useoul.edu/about/ab0101.jsp. 





however that each university varies in the sublinks it carries but has largely quite 
similar kinds of content included in these sublinks.  Another important link on 
university websites is what I term the ‘Global’ link – a link that focuses on the 
respective university’s position or standing in the world.  Harvard has the link 
“Harvard Worldwide”35, Oxford has the link “International”36 and NUS has the 
link “Global”37.  SNU has this ‘Global’ link as a sublink, “SNU in the World”38 
under the link “About SNU”39.  These ‘Global’ links are important in positioning 
and branding these universities as ‘global’ as they specifically focus on the 
universities’ position in the world and standing in the world.  Yet another link, the 
‘Enterprise’ link can be found on Oxford’s and NUS’ websites – where both have 
the “Enterprise”40
I argue that given the similarities in structure and content of the website 
links (‘About X’, ‘Global’ and ‘Enterprise’) of the universities presented above, in 
particular the ‘About X’ links, the links work as independent sub-genres of the 
genre of university websites.  These sub-genres function to provide information 
about the universities whilst mainly branding and in turn, promoting these 
universities. 
 links.  These links are crucial in highlighting the entrepreneurial 
dimension of the universities. 
 
3.2.4 Website Links as Narratives 
I suggest that the content of the ‘About X’, ‘Global’ and ‘Enterprise’ links 
are largely in the form of narratives that represent the social identities of the 
                                                            
35Accessed at http://www.worldwide.harvard.edu/iws/ on 2 June 2009. 
36Accessed at http://www.ox.ac.uk/international/index.html on 28 August 2009. 
37Accessed at http://www.nus.edu.sg/global/ on 28 July 2009. 
38Accessed at http://www.useoul.edu/about /ab0301.jsp on 6 February 2009. 
39Accessed at http://www.useoul.edu/about/ab0101.jsp on 5 December 2008. 
40Oxford’s ‘Enterprise’ accessed 19 February 2010, from http://www.ox.ac.uk/enterprise/index.html 





universities as institutions.  These links focus on the objectives, history, milestones, 
achievements and relationships of the universities.  These aspects provide 
background to the universities and hence ‘storytell’ about the universities – 
allowing these links to function as narratives which construct and brand identities 
for the universities.   
According to Linde (2001), institutional narratives may assist us in studying 
and understanding how the institutions “create and reproduce [their] identity[ies] by 
the creation and maintenance of … institutional memor[ies]” (518).  She studies 
institutional narratives in an insurance company that were repeated by various 
tellers over a period of time and how these “giv[e] a coherent account of the 
company’s identity and values” (ibid.: 518).  She defines such narratives as 
“nonparticipant narrative (NPN) which refers to “the narrative told by a speaker 
who was not a participant or witness to the events narrated, but heard them from 
someone else” (ibid.: 522).  She argues that these NPN are important in how the 
institution recalls its past and uses that memory to construct the “current identities 
for both the institution and its members” (ibid.: 522).  She lists a range of media 
that may be used to communicate the institutional narratives and these include 
authorized biography and history, newsletter articles and speeches and training 
(ibid.: 522 – 525).  In this way, institutional narratives play a crucial role in creating 
social identities for the institutions and their members.  As indicated by Pierre 
Bourdieu (1991), “[o]ur intention in communication is as much about the pursuit of 
symbolic profit (or, more famously, cultural capital) as it is about information 
exchange and mutual understanding” (as cited in Thurlow and Jaworski 2006: 99).  





exchange information but can be argued to convey a certain identity and status 
about the universities.   
There have been various approaches to the study of narratives.  A popular 
approach to the study of narratives is that of Labov’s where he suggests that a 
personal or everyday narrative may show the following elements: abstract, 
orientation, complicating action, evaluation, result or resolution and coda (see for 
example, Labov 1972) – where narrative clauses carry these functions.  Another 
approach to the study of narratives is that of a discourse analysis approach, focusing 
on linguistic categories and features such as that adopted by Schiffrin (1981), 
Johnstone (1987) and others, where for example, the use of the English simple 
present tense is connected “with the marking of evaluative high points and the 
characterization of social relations” (as cited in Johnstone 2001: 640).  I too follow 
a discourse analysis approach with a model of analysis that employs Fairclough’s 
(see for example, 1992, 1993, 1995a and 1995b) framework of discourse analysis 
together with Gal and Irvine’s (2000) framework for (language) ideology 
articulation in analyzing the data in this study.   
 
3.3 Theoretical Framework 
3.3.1 Research Questions Revisited 
As laid out earlier in Chapter 1, the main research question is:  
How do the universities in question construct or brand themselves as ‘global’? 
This main research question is supported by the following sub-questions: 
1) What themes or core values do the universities appeal to? 
2) What discursive strategies are employed by the universities to position and 





Here, discursive strategies and features of what is proposed as a discourse of 
globalization, in data from the selected universities, are studied to 
investigate how these strategies and features construct ‘global’ identities for 
the universities.   
3)   How do the universities attempt to balance local (national) identities and 
global identities? 
Acknowledging that the universities are influenced by their local contexts, 
how this discourse of globalization attempts to balance the construction of 
local and ‘global’ identities of the universities is examined.  It is here that 
the differences in identity construction between the universities are 
highlighted so that they remain distinct universities. 
4) What are, if any, the underlying ideologies behind the construction and 
branding of these ‘global’ identities? 
5) How are the underlying ideologies articulated and propagated in the data? 
Questions 3 and 4 deal with how the ‘global’ identity constructions of the 
universities may invoke and articulate particular branding and globalization 
ideologies.  Once again a study of the discourse of globalization will reveal these 
underlying ideologies. 
 
3.3.2 A Model of Analysis 
In seeking to address the research questions above and to provide a detailed 
analysis of the data in the study, Fairclough’s (1989, 1992, 1993, 1994, 1995a, 
1995b, 2006a) and Gal and Irvine’s (2000) perspectives of discourse, ideology and 
methods of analyses are drawn upon where relevant.  The main framework of 





(see for example, 1992, 1993, 1995a, 1995b), given that this study draws its main 
inspiration from Fairclough’s past work on the marketization of public discourse 
where he focuses on universities (see for example, 1993, 1994, 1995a) and his 
concern with “discourse as an element or facet of globalization” (Fairclough 2006a: 
14).  Before Fairclough’s model of discourse analysis is presented, I discuss briefly 
Fairclough’s theories and views about discourse, social change, ideology and 
discourse analysis. 
Fairclough is preoccupied with the interconnectedness of discourse and 
social change, ideology at a macro-level and discourse analysis at a micro-level, 
where these preoccupations aptly lend themselves to addressing the research 
questions in this study.  In order to make sense of the interconnectedness of 
discourse and social change, one has to view discourse as social practice.  
Fairclough (1992) examines discourse as “a form of social practice” (63).  This 
notion of discourse is in a dialectical relationship with the social context in such a 
way that discourse is “socially shaped, but it is also socially shaping, or 
constitutive” (Fairclough 1995a: 131).  It is said that when “changes in discourse 
are ‘operationalized’ in more general social change, discourse so to speak ‘turns 
into other things’” (Harvey 1996 cited in Fairclough 2006a: 11) – for example, 
when a country’s economy is represented discursively in a neo-liberal manner, this 
can in fact change a country’s economic practices into neo-liberal practices, for 
example, affecting how the finances and investments of the country are managed. 
In this way then, “the discourse is then ‘internalized’ in the practice” (ibid.: 11).  
This refers to “the constructive effects of discourse on material changes” (ibid.: 13). 
This view of discourse as social practice is also shared by scholars such as 





“language has meaning only in and through social practices” (8).  In fact, Gee 
(2005) purports that the primary functions of human language are two closely 
related ones: “to support the performance of social activities and social identities 
and to support human affiliation within cultures, social groups and institutions” (1).  
He goes further to state that undeniably the two functions are connected as in turn, 
“[c]ultures, social groups, and institutions shape social activities and identities” 
(ibid.: 1).  Fairclough (1993, 1994, 1995a) shares this concern of the 
interconnection between language, institutions, social activities and social identities 
as exemplified by his studies on the marketization of discursive practices in public 
institutions like universities in modern Britain, where he looked at identities 
constructed for institutions and individuals.  For example, he argues that the use of 
promotional discourse through the colonization of the advertising genre, allows for 
the construction of prospective students as consumers (Fairclough 1994).  This 
involves the “restructuring of the order of discourse on the model of a more central 
market organization” (Fairclough 1995a: 140).  This concern of the interconnection 
between language, institutions, social activities and social identities is also what 
this study is focused upon.   
Fairclough’s (1992, 1993, 1995a, 1995b) framework of discourse analysis is 
a version of critical discourse analysis (CDA).  Fairclough (1995b) states that 
“[c]alling the approach ‘critical’ is a recognition that our social practice in general 
and our use of language in particular are bound up with causes and effects which 
we may not be at all aware of under normal conditions” (54).  CDA therefore 
concerns itself with the interconnectedness of discourse and social practice with a 
focus on investigating the propagation of ideology through discourse and 





practice involves power relations that are inevitably unequal, CDA is preoccupied 
with fleshing out relations of inequality present in discourse.  Therefore, Fairclough 
is preoccupied with ideology, a main thread of investigation in this paper.  
Fairclough (1989, 1995b) views ideology as the common-sense assumptions that 
people hold to make sense of texts as he views ideology as underlying, implicit 
ideas and thought processes that are unconscious in sustaining power relations and 
which need to be made conscious in a fight for equality. 
I draw on Fairclough’s (1992, 1993, 1995a, 1995b) model of discourse 
analysis in analyzing my own data as this framework situates discourse analysis in 
social practice and I am looking at my data within the social context of 
globalization.  However, it is purported that this model of discourse analysis is not 
sufficient for a holistic analysis to address the research questions laid out, 
especially those concerning ideology articulation and propagation.  This is because 
whilst Fairclough states that he is concerned with discourse and ideology, it is 
suggested that his framework of analysis only implicitly allows a study of 
ideology-articulation but does not explicitly lend itself to a method of analyzing 
ideology articulation.  For example, although Fairclough’s method of analysis 
comes under the CDA approach which “aims to uncover hidden assumptions (in 
language use) and to debunk their claims to authority” (Flowerdew 1997: 455) that 
is, to denaturalize ideologies, there is no explicit framework laid out by Fairclough 
to specifically investigate this ideology propagation or articulation.   
Fairclough (1989) states that readers have to draw upon their beliefs and 
expectations in trying to make sense of texts and that the formal features (in terms 
of linguistic and grammatical features) in texts act as ‘cues’ in triggering these 





of texts.  Hence by analyzing these formal features, one is able to unearth certain 
hidden assumptions – thereby denaturalizing ideologies.  For example, Fairclough 
(1989, 1995a, 1995b) repeatedly identifies the use of presuppositions which are 
triggered by certain formal features like the definite article ‘the’ and so forth as 
important in sustaining ideologies.  He says that these ideologies may be “implicit 
… in the presuppositions (taken-for-granted assumptions) of texts” (1995b: 14) 
where following French discourse analysis (like Pecheux 1982), he sees 
“presuppositions as ‘preconstructed’ elements within a text, elements that are 
constructed beforehand and elsewhere.  This links ideology to the presence of 
other, prior texts within a text” (ibid.: 14).  Fairclough (1995b) hence points to the 
use of formal features in the texts as ‘cues’ to the denaturalizing of ideologies – in 
how the selection of options in the use of one formal feature over the other 
constitutes choice of meaning in “how to represent a particular event or state of 
affairs, how to relate to whoever the text is directed at, what identities to project” 
(18).  He also states that “these choices are in turn linked to choices at a different 
level: what genres to draw upon in producing (or interpreting) a text, what 
discourses to use” (ibid.: 18).  These formal features are also the ones he refers to 
in investigating how the ideational, interpersonal and textual meanings of texts are 
carried through where the question of ideology stems from the ideational function 
of texts.   
Although I agree that a study of formal features of texts would aid in 
fleshing out ideologies that may be present in texts, Fairclough’s framework of 
analysis does not cater for the absences in the texts that may have significant 
bearings on ideology articulation.  So although he does acknowledge the 





just as significant from the perspective of sociocultural analysis” (Fairclough 
1995a: 5) and states that looking at text construction in terms of the choices 
available to text producers from a system of “options within the meaning potential 
…. encourages analysts to be sensitive to absences from the text – the choices that 
were not made but might have been made” (Fairclough 1995b: 18), he does not 
explicitly cater for such an analysis.  For this reason, Gal and Irvine’s (2000) 
framework of ideology articulation is drawn upon to strengthen Fairclough’s 
framework of analysis in an attempt to fully address the research questions this 
study is concerned with.  This is because Gal and Irvine’s (2000) framework caters 
for the “absences” in texts as they look at the process of erasure as one of the three 
processes that can be used to foreground ideologies.  Below, I elaborate on 
Fairclough’s (1992, 1993, 1995a, 1995b) and Gal and Irvine’s (2000) frameworks 
of analyses.  
 
3.3.2.1 Fairclough’s Analytical Framework 
As mentioned, the model of analysis employed in this study mainly draws 
from Fairclough’s (1992, 1993, 1995a, 1995b) three-dimensional framework of 
analysis where there is a focus on the “analysis of discourse as text, as discourse 
practice, and as social practice” (italics my own) (Fairclough 1992: 198). 
Fairclough (1995b) views the ways a community uses language – that is, its 
discursive practices – in network terms.  These networks in social institutions and 
domains are what he terms as “orders of discourse” (ibid.: 55) and these orders are 
made up of all the discursive types41
                                                            
41 Discursive (or discourse) types “may involve complex configurations of several genres and 
several discourses, or may be closely modeled on single genres and discourses” (Fairclough 1995b: 
76).   
 which are present in these institutions and 





relationships of the different discursive types in and between orders of discourse.  
For example, is there a strict boundary between the discursive types within an 
order of discourse or can they mix?  Fairclough (1995b) states that “[s]ocial and 
cultural changes very often manifest themselves discursively through a redrawing 
of boundaries within and between orders of discourse ….” (56).  He claims that a 
feature of his framework of analysis is that it aims to amalgamate a theory of 
power that is based on Gramci’s concept of hegemony with a theory of discourse 
practice that is based on the concept of intertexuality (Fairclough 1995a).  This is 
because  
[p]art of the (cultural) hegemony of a dominant class or group is 
hegemony within the order of discourse – control over the internal 
and external economies of discourse types, i.e. over how genres 
and discourses are articulated together to constitute discourse 
types within orders of disourse (Fairclough 1995a: 78).   
 
Therefore although it is stipulated that there can be a limitless number of 
reconfiguration of genres and discourses, “these creative processes are in fact 
substantially constrained by the sociocultural practice the discourse is embedded 
within, and in particular by relations of power” (ibid.: 78).  The Gramscian theory 
hence allows for a consideration of the constraints, limitations and influences of 
social conditions that structure these discourse types.   
Fairclough (1995b) looks at discursive types in terms of two categories – 
discourses and genres. He defines discourses as “representing a given social 
practice from a particular point of view” (ibid.: 56).  For example, the Democrats 
and the Republicans in the United States may present their social view of 
healthcare in differing ways because of varying perspectives.  Fairclough (1995b) 
defines genres as “use of language associated with and constituting part of some 





such, a genre is “a way of communicating or interacting, and a discourse is a way 
of representing some part or aspect of the world” (Fairclough 2006a: 3).  
Fairclough’s (1995b) concern is with “the configuration of genres and discourses 
which constitute the order of discourse, the shifting relationships between them, 
and between this order of discourse and other socially adjacent ones” (56) – and 
how this reflects and affects social and cultural changes.  As such, in my study I 
am concerned with the discursive type42
Before I go on to explicate this framework of analysis, it would be useful to 
lay out the terms used by Fairclough (1995a) in his framework for easy reference: 
 (or what I term as the hybrid genre) of the 
university websites and the elements of the different genres and discourses drawn 
upon within this hybrid genre.    
discourse 
(abstract noun) 
language use conceived as social practice 
discursive event instance of language use, analyzed as text, discursive 
practice, social practice  
text the written or spoken language produced in a discursive 
event 
discourse practice the production, distribution and consumption of a text 
interdiscursivity the constitution of a text from diverse discourses and genres 
discourse (count 
noun) 
way of signifying experience from a particular perspective 
genre use of language associated with a particular social activity 
order of 
discourse 
totality of discursive practices of an institution, and relations 
between them. 
Table 2: Summary of Fairclough’s Main Terms (Fairclough 1995a: 135) 
                                                            
42Having identified ‘discursive types’ (following Fairclough) as either comprising of configurations 
of several genres and discourses or single genres and discourses, it is more appropriate to refer to 
the university websites I am studying as discursive types or what I term as a ‘hybrid’ genre (as 
opposed to a specific genre), as the websites essentially carry elements of different genres and 
discourses as will be illustrated in analyses of data in Chapters 4 to 7.  Fairclough (1995b) is also 
careful to distinguish between discourse types and genres as he says “discourse types often draw 
upon two or more genres – some types of job interview for instance, have developed a discourse 





Fairclough (1995a) asserts that “[e]ach discursive event has three 
dimensions or facets; it is a spoken or written language text, it is an instance of 
discourse practice involving the production and interpretation of text, and it is a 
social practice” (133).  I now explicate below what text analysis, discourse practice 
and social practice mean and how these function in Fairclough’s framework. 
 
Text Analysis 
Text analysis is essentially form-and-meaning analysis.  Fairclough (1995a) 
sees texts as “social spaces in which two fundamental social processes 
simultaneously occur: cognition and representation of the world, and social 
interaction” (6).  As such he takes a multifunctional view of texts following 
systemic linguistics (Halliday 1994) in identifying any piece of text and its 
individual clauses and sentences as intermingling ‘ideational’, ‘interpersonal’ and 
‘textual’ meanings simultaneously (Fairclough 1995a, 1995b).  The three kinds of 
meanings are broadly defined as representation of experience, construction and 
negotiation of identities and relationships, and distribution or organization of 
messages in texts respectively (Halliday 1994).  In order to analyze these 
“interwoven meanings in texts”, one needs to analyze the  
forms of texts, including their generic forms …, their dialogic 
organization …, cohesive relations between sentences and 
relations between clauses in complex sentences, the grammar of 
the clause (including questions of transitivity, mood and 
modality), and vocabulary (Fairclough 1995a: 133-134).   
 
For text analysis, Fairclough (1989) mainly appeals to a study of linguistic features 
from the categories of vocabulary, grammar and textual structure.  For example, he 
looks at lexical items in terms of classification systems, positive and negative 





participant types, modality and presupposition.  As for textual structure, he looks at 
for example, themes and cohesive devices.  On the level of detailed textual analysis, 
such linguistic features that occur in the data in this study are also examined in how 
they contribute to the branding and the construction of identities in the selected 
universities.   
The analysis in this study focuses primarily on the interpersonal meaning, 
specifically the construction of identities in branding the respective universities.  To 
make explicit the interpersonal meanings present in my study, a detailed analysis of 
the data at various levels is needed – including the generic structure, grammar, lexis 
and so forth.  I argue that the ‘About X’, ‘Global’ and ‘Enterprise’ links are mainly 
promotional in that their larger aim is to promote the respective universities whilst 
providing information about the universities.  As such I suggest that the data in my 
study is characterized by “contradictory interpersonal meanings in accordance with 
its complex interdiscursive mix, and its most salient interpersonal meanings are 
drawn from the dominant, promotional and self-promotional elements in that mix” 
(Fairclough 1995a: 145).  Hence by being promotional, a certain kind of identity is 
constructed.  How the university is promotional can be studied by studying the 
discourse practice of the university.   
 
Discourse Practice 
The analysis of discourse practice is concerned with features of text 
production and interpretation, distribution and consumption (Fairclough 1995a, 
1995b) – that is, with a concern about how texts are produced, how they are 
distributed and how they are received by audiences.  This kind of analysis is 





isolated from analysis of institutional and discoursal practices within which texts 
are embedded” (Fairclough 1995a: 9) as it takes into account production processes 
and audience reception.   
Fairclough (1995b) makes a distinction between ‘institutional processes’ 
and ‘discoursal processes’ – where ‘institutional processes’ look at practices like 
news gathering in producing news reports and ‘discoursal processes’ look at the 
“transformations which texts undergo in production and consumption” (Fairclough 
1995b: 59).  However, Erjavec (2004), in her study of hybrid promotional news 
discourse notes the lack of focus on actual analyses of discoursal processes by 
Fairclough in terms of actual production and interpretation processes.  She 
highlights that although Fairclough purports that “discourse refers to the whole 
process of social interaction of which a text is just a part” (Fairclough 1989: 13 as 
cited in Erjavec 2004: 555), there is still a tendency to focus just on text analysis.  
Hence Erjavec (2004) introduces the notion of an expanded Critical Discourse 
Approach, marrying into it an ethnographic approach where she looks at actual 
discourse processes “i.e. the processes of text production and interpretation where 
they actually take place using ethnographic methods” (575).  She studies the actual 
processes of promotional news production in an attempt to better understand how 
and why the text is constructed the way it is.  Fairclough (1995a) also 
acknowledges the lack of operationalizing this “principle that textual analysis 
should be combined with analysis of practices of production and consumption” 
(1995a: 9).  He stresses that there is “a need to bring together critical discourse 
analysis of discursive events with ethnographic analysis of social structures and 
settings, in search for what some have called a critical ethnography (Bourne 1992)” 





(1995a) for the need for a critical ethonographic approach in dealing with text 
analysis, due to the lack of time and resources in conducting an ethnographic study 
of the production and consumption of university websites, I conduct a purely 
textual analysis of my data.  However, I attempt to relate my analyses to the 
perceived target audience and perceived audience reception and try to account for 
the way the texts are organized in terms of this perceived target audience and their 
perceived reception. 
In the analysis of an order of discourse which is the “totality of discursive 
practices of an institution, and relations between them” (Faiclough 1995a: 135), one 
is analyzing “how it is structured in terms of configurations of genres and 
discourses, and shifts within the order of discourse and in its relationship to other 
socially adjacent orders of discourse” (Fairclough 1995b: 62-63).  For example, in 
analyzing media discourse, Fairclough (1995b) states that there is a tension between 
public orders of discourse and private orders of discourse – in which “the media 
transform their source public discourse for consumption in domestic settings” (63) 
– by for example, combining hard-news genre with elements of persuasive genre in 
Fairclough’s analysis of a report to do with hard-drug abuse in the British 
newspaper, The Sun (see Fairclough 1995b: 68-74).  The point about orders of 
discourse is that there is no one-to-one or neat relationships between institutions 
and discursive practices.  Similar discursive practices are shared by different 
institutions and “a particular discursive practice may have a complex distribution 
across many institutions” (ibid.: 63).  For example,  
advertising may be rooted in the orders of discourse of 
commodity production, distribution and consumption, but it has 
come to be an element in the orders of discourse of diverse 
institutions – education, medicine, the arts, and so forth.  It 
follows that discourse analysis should always attend to 





institutions/domains and their orders of discourse, and be 
sensitive to similarities in social organization and discursive 
practices between different institutions (ibid.: 63).   
 
In talking about discourse practice, Fairclough (1995b) refers to the 
distinction he makes between “broadly conventional and broadly creative discourse 
processes” (60) which involves either the “normative use of discourse types (genres 
and discourses) or a creative mixture of them” (60).  What is of importance here is 
how the various discursive types are in relationship with one another within an 
order of discourse or between orders of discourse.  Discourse practice that is 
creative can be complex in terms of the number of genres and discourses drawn up 
and mixed.  However, Fairclough (1995b) notes that this complex discourse 
practice can “become conventionalized” (60) – where for example, the advertorial 
is now conventionalized – a mix of the advertising genre and the editorial genre.  
What is of interest for Fairclough (1995b) and for this study then is “the particular 
nature of the creativity of the discourse practice and of the heterogeneity of the text 
… - and their relationship to the sociocultural practice that frames them” (60).  He 
also further states that “one would expect a complex and creative discourse practice 
where the sociocultural practice is fluid, unstable and shifting, and a conventional 
discourse practice where the sociocutural practice is relatively fixed and stable” 
(ibid.: 60).  The scale of rigidity of the boundaries between discursive types within 
and between orders of discourse is reflective of the social and cultural changes 
within a society (ibid.).  He states that “[t]extual heterogeneity can be seen as a 
materialization of social and cultural contradictions and as important evidence for 
investigating these contradictions and their evolution” (ibid.: 60).  I suggest that the 
university websites I am studying, in how they function and the role they play in 





world – as the creativity of the websites I am studying is reflective of the particular 
social conditions that we are in now.   
Of significance in Fairclough’s discussion of discourse practice is the 
concept of interdiscursivity43
locates the text in relation to social repertoires of discourse 
practices, i.e. orders of discourse.  It is a cultural interpretation in 
that it locates the particular text within that facet of the culture 
that is constituted by (networks of) orders of discourse (ibid.: 61).   
 and the role it plays in unraveling the different genres 
and discourses that might make up a discursive event.  The concept of 
interdiscursivity “highlights the normal heterogeneity of texts in being constituted 
by combinations of diverse genres and discourses” (Fairclough 1995a: 134) and the 
“the heterogeneous constitution of texts out of elements (types of convention) of 
orders of discourse” (Fairclough 1992: 85).  Interdiscursive analysis functions to 
look at signs of discourse practice in text by unraveling the different genres and 
discourses that are mixed and in complex relationships in the text (Fairclough 
1995b).  This interdiscursive complexity is linguistically realized in texts.  A 
descriptive linguistic analysis of features in texts allows for an interpretative 
interdiscursive analysis– where that interpretation  
 
As such, in an interdiscursive analysis, social and cultural understanding must be 
drawn upon by the analyst in making sense of the interdiscursivity present in texts 
(Fairclough 1995b).  It is important to note that “linking the linguistic analysis of 
texts to an intertextual [or interdiscursive] analysis is crucial to bringing the gap 
between text and language on the one hand, and society and culture on the other” 
                                                            
43It is to be noted that at times, in referring to interdiscursivity, I refer to the concept of 
intertexuality in my discussions especially when quoting from Fairclough.  This is because although 
Fairclough makes a distinction between these two concepts, he seems to be using both 
interchangeably.  He points out that while manifest intertexuality deals with “the heterogeneous 
constitution of texts out of specific other texts”, interdiscursivity deals with the “heterogeneous 
constitution of texts out of elements (types of convention) of orders of discourse” (Fairclough 1992: 





(62).  Depending on the relative weight of these pressures arising from differing 
social conditions, texts differ – some are relatively stable while others are relatively 
creative (ibid.).   
This concept of interdiscursivity is of importance in my earlier discussion of 
hybrid discourses and hybrid genres.  It is this concept that I draw upon mainly 
from Fairclough’s framework in the analysis of data in this study.  The university 
websites I am studying here are seen as “interdiscursively complex” (Fairclough 
1995a: 142), drawing upon amongst others, elements from the promotional genre 
(like commodity, corporate and prestige advertising) and business or 
entrepreneurial genres (like business reports or manuals), in tandem with elements 
from the main information-giving genre (like news writing) traditionally 
characteristic of the kind of data looked at in this study, that is, texts from 
university websites.  They also draw upon hybrid discourses that (has mentioned in 
Chapter 1) comprise of the ‘nodal’ discourses of the neoliberal discourse, 
information-giving discourse and promotional discourse44
                                                            
44How these university websites are interdiscursively complex will be illustrated in Chapters 4 to 7 
where the data from the websites in question are analyzed in detail. 
.  I see the websites as a 
highly selective representation of the order of discourse of higher education.  There 
is the “incursion of promotion … into the order of discourse of higher education” 
(Fairclough 1995a: 149), where typically the discursive practices present in the 
order of discourse of higher education is informational in nature.  It is said by 
Fairclough (1995a) that “[a]s so often in contemporary society, the giving of 
information is taking place in a context where there is premium on winning people 
to see things in a particular way” (150).  Fairclough (1995a) suggests that with the 
increase in focus on promotion as a communicative function, the discourse 





Harbermas (1984, as cited in Fairclough 1995a) that contemporary orders of 
discourse are being colonized by promotional elements.  This results in  
an extensive restructuring of boundaries between orders of 
discourse and between discursive practices; for example, the 
genre of consumer advertising has been colonizing professional 
and public service orders of discourse on a massive scale, 
generating many new partly promotional genres (such as the 
genre of contemporary university prospectuses…) (ibid.: 139).   
 
As such, this results in most university websites being interdiscursively complex, 
articulating a variety of genres and discourses and while it is difficult to 
differentiate between these genres and discourses, through a close textual analysis, 
the different elements of the respective genres and discourses are highlighted.   




Analysis of the discursive event as a social practice refers to the view that 
language is a form of social practice that was elaborated upon earlier in Section 
3.3.2.  Analyzing “discourse as social practice” involves “social conditions, which 
can be specified as social conditions of production and social conditions of 
interpretation” (Erjavec 2004: 555).  Fairclough (1995b) identifies three levels of 
sociocultural practice that may make up the context of discourse practice – that is,  
the ‘situational’, ‘institutional’ and ‘societal’ levels – which are 
respectively, the specific social going-ons that the discourse is 
part of, the institutional framework(s) that the discourse occurs 
within, and the wider societal matrix of the discourse (16).   
 
It is the case that “[a]ll of these layers may be relevant to understanding the 
particular event – and indeed particular events cumulatively constitute and 





of power and ideology can surface at any of the three levels.  My study hence 
focuses on the specific university websites located within the respective selected 
universities (‘situational’) which are found within the institutional context of 
contemporary higher education which is in turn located within the wider social 
context, in this case, the contemporary, globalizing world.   
How the three dimensions of a discursive event i.e. text analysis, discourse 











Figure 1: A Framework for Critical Discourse Analysis of a Communicative 
Event (see Fairclough 1995b: 59) 
Fairclough’s three-dimensional framework with its focus on text analysis, 
discourse practice and social practice – that is, Fairclough’s explicit detailing of 
linguistic features in performing a text analysis, his central concern with 
interdiscursivity in discourse practice and looking at discourse as social practice – 





Of special note is how ideology can take place anywhere in the societal 
system, when discourse is viewed as social practice.  According to Gee (2005), 
“language is inextricably bound up with ideology and cannot be analyzed or 
understood apart from it” (ix).  In this way, ideology is to be understood as a 
pervasive thread running through all language use.  As discussed earlier, although 
Fairclough’s framework of analysis implicitly allows a study of ideology-
articulation, as local instances of communication are connected to wider social 
practices and structures, it does not explicitly lend itself to a method of analyzing 
ideology articulation.  For this reason, I turn to Gal and Irvine’s (2000) framework 
for the articulation of ideologies through semiotic processes that I elaborate below. 
 
3.3.2.2 Gal and Irvine’s Framework for the Articulation of Ideologies 
Although Gal and Irvine’s (2000) framework focuses on the articulation of 
language ideologies, it is suggested in this study that their framework can be used 
for the articulation of ideologies in general.  As mentioned, Gal and Irvine (2000) 
note that “identifying a language [in this case a discourse of globalization] 
presuppose(s) a boundary or opposition to other languages [other discourses] with 
which it contrasts in some larger sociolinguistic field” and that there are present, 
“ideological aspects of that linguistic differentiation” (35).  They propose that there 
are three processes by which “people construct ideological representations of 
linguistic differences” (Gal and Irvine 2000: 37), - iconization, fractal recursivity 
and erasure.  These processes “concern the way people conceive of links between 
linguistic forms and social phenomena” where  
the use of a linguistic form can become a pointer to (index of) the 
social identities and the typical activities of speakers …. [and 
where] speakers (and) hearers often notice, rationalize, and justify 





purport to explain the source and meaning of the linguistic 
differences” (ibid.: 37). 
 
Therefore, these semiotic processes of iconicity, fractal recursivity and erasure can 
be used to foreground the particular ideologies underlying the construction of the 
universities as ‘global’.   
Gal and Irvine’s (2000) three processes are exemplified in the discussion of 
language ideologies in Singapore by Wee (2006).  He gives the example of 
iconization of the official mother tongues in Singapore (i.e. the Mandarin, Malay 
and Tamil languages) to Singaporeans’ ethnic identities as he states that 
“Singapore’s mother tongue policy is … based on the belief that a mother tongue 
inherently embodies one’s ethnically defined culture” (Bokhorst-Heng 1999: 240, 
as cited in Wee 2006: 6).  This mother tongue policy is “needed to counter the 
Western values that come along with learning English” (Wee 2006: 6), where there 
is again the presence of iconization as the English language inherently embodies 
Western values.  Recursivity is also at work because this iconization “at the inter-
group level (‘Singaporeans’ versus ‘non-Singaporeans’ or ‘Westerners’) is also 
employed at the intra-group level (‘Singaporeans’)” (Wee 2006: 6) since the use of 
the official mother tongue languages of Mandarin, Malay and Tamil is made iconic 
of the ethnic cultures of the Chinese, Malays and Indians respectively in Singapore.  
Erasure is also at work as “the state’s attempt to position the mother tongues as 
repositories of cultural values and traditions … [ignores] as it does Singapore’s 
history as a society of migrants” (Wee 2006: 7).  For example, the early Chinese 
community in Singapore was split along dialect lines.  However, with the ‘Speak 
Mandarin Campaign’, Mandarin was propagated to replace all the various dialects, 





These semiotic processes are also similarly used to flesh out any underlying 
globalization ideologies prevalent in the narratives studied, particularly in relation 
to constructing the universities as ‘global’. 
 
3.4 Conclusion 
This chapter has looked at the background of the selected universities and 
the data, which is extracted from the selected universities’ websites, used in this 
study in greater detail.  The chapter has also introduced the theoretical framework 
that is employed in this study which is Fairclough’s (1992, 1993, 1995a, 1995b) 
three-dimensional framework of analysis that looks at text analysis, discourse 
practice and social practice.  To strengthen and supplement Fairclough’s framework 
of analysis with respect to the articulation of ideologies, Gal and Irvine’s (2000) 
framework for the articulation of ideologies is also illustrated.   
Chapters 4 to 7 present the detailed analyses of the four university websites 
identified in this chapter.  I only focus on two dimensions of Fairclough’s three-
dimensional framework, that is, the textual analysis and the discourse practice, in 
analyzing the data in Chapters 4 to 7.  I discuss the social practice dimension of the 
local contexts within which these universities in question function, in Chapter 8.  












THE BENCHMARK UNIVERSITIES (PART I): HARVARD 
UNIVERSITY 
 
4.1 General introduction to Chapters 4 and 5  
Chapters 4 and 5 examine the ‘benchmark’ universities of Harvard and 
Oxford respectively, in terms of how they construct and brand themselves.  These 
chapters particularly analyze how these universities discursively construct for 
themselves ‘global’ identities.  
 
4.2 Introduction 
Harvard, which is said to be established in 1636, claims to be the oldest 
university in America. During its very early years, Harvard’s “classic academic 
course” was “based on the English university model but consistent with the 
prevailing Puritan philosophy of the first colonists”45
Harvard has been described as having a “unique position as arguably the 
most prestigious brand in American higher education” by Setoodeh (2006) in an 
article written in the 25 September 2006 issue of Newsweek magazine.  Harvard 
also has been ranked annually as the top university since the Times and the SJTU 
rankings came out in 2004 and 2003 respectively
.  Eventually it evolved into 
the American model of university education – a model of university that is ever 
more being adopted around the world, shifting from the predominantly English 
model.   
46
                                                            
45Information accessed from Harvard’s‘The Harvard Guide: The Early History of Harvard 
University’ - 
.  Undoubtedly, Harvard enjoys 
http://www.news.harvard.edu/guide/intro/index.html on 6 October 2008. 
46The Times ranking can be accessed at http://www.timeshighereducation.co.uk/ and the SJTU 





the recognition of people and institutions worldwide as an esteemed university.  
The world thus seems to accord Harvard the recognition that it is a top and ‘global’ 
university through its much-sought after brand name and positioning in rankings.   
However, a study of Harvard’s website47 on 6 October 2008 reveals that 
Harvard itself does not explicitly position itself as a ‘global’ university by self-
proclaiming its ‘global’ status.  However there is, I suggest, an extent of implicit 
positioning by Harvard of its ‘global’ identity through various references made to 
the university as a ‘global’ institution in its website by certain bodies and 
individuals within the university, as in speeches made by individuals and coverage 
of events in the Harvard University Gazette.  For example, in introducing the 
museums within Harvard, the vision of the Peabody Museum at Harvard is said to 
“strengthe[n] Harvard’s role as a global university informed by but transcending 
geography, race, religion, and politics in today’s world” 48
[w]ith thousands of foreign scholars coming to Cambridge and 
Boston to study and to pursue careers in research or teaching, 
Harvard has long been a global university.  Increasingly, in 
addition to being a global destination, Harvard has been extending 
itself to locations around the world, either in partnerships with 
governments and institutions or through physical sites. 
. In another example, a 
news report in the 15 December 2005 issue of the Harvard University Gazette by 
Brustman (2005) on the new vice-provost’s task in coordinating “Harvard’s 
international activities”, starts off with stating that  
 
Harvard positions itself here as traditionally being a ‘global’ university in that it 
attracts foreign scholars to its campuses and is now extending this ‘global-ness’ by 
physically expanding its presence globally through partnerships with governments 
and institutions or through actual physical sites outside of the US.  In yet another 
                                                            
47Accessed from http://www.harvard.edu/ on 6 October 2008. 
48Information accessed from Harvard’s ‘The Peabody Museum’ - 





example, in the report on ‘Rockefeller Gives Harvard Additional $10 million’ in 
the 18 May issue of the Harvard University Gazette, David Rockefeller is quoted 
as saying, “[t]he center has more than fulfilled my expectations, and has played an 
important role in helping Harvard transform itself from a US institution with an 
international reputation into a truly global university” (italics my own).   
As mentioned earlier, although there are various references to Harvard as a 
‘global’ university, the university itself does not seem to position itself explicitly as 
a ‘global’ university in its website.  Harvard mainly describes itself in the “Harvard 
Guide”49 sublink of the “About Harvard”50 link, as “a modern institution”51, a 
“preeminent research institution”52 and “a premier educational and cultural 
institution”53
 
.   
A Local Positioning 
In fact, Harvard seems to be more preoccupied with its positioning within 
the US.  Harvard, first and foremost, positions itself within its website as “the 
oldest institution of higher learning in the United States”54
                                                            
49Accessed at 
.  As recent as 2002, a 
report by Potier (2002) in the 14 March 2002 issue of the Harvard University 
Gazette on globalization and education, opens with the question “[c]an the nation's 
oldest university, one with its roots sunk deep in American soil, embrace 
globalization?” There seems to be a recognition of Harvard’s entrenched local 
positioning and its challenge now of establishing a ‘global’ outlook.  There is still a 
http://www.news.harvard.edu/guide/ on 6 October 2008. 
50Accessed at http://www.harvard.edu/about/index.php on 6 October 2008. 
51Information accessed from Harvard’s ‘The Harvard Guide: New Schools and New Houses’ - 
http://www.news.harvard.edu/guide/intro/hist2.html on 6 October 2008.                                                                                               
52Information accessed from Harvard’s ‘The Harvard Guide: Recent History’ - 
http://www.news.harvard.edu/guide/intro/hist3.html on 6 October 2008. 
53Information accessed from Harvard’s ‘The Harvard Guide: Harvard’s Endowment Funds’ - 
http://www.news.harvard.edu/guide/finance/index.html on 6 October 2008. 
54Information accessed at Harvard’s ‘The Harvard Guide: The Early History of Harvard University’ 





focus on Harvard’s American centering as an American institution. The positioning 
Harvard seems to take, is that which is expressed by the ex-President of Harvard, 
Lawrence H. Summers, who was quoted by Potier (2004) in an article written in 
the 8 April 2004 issue of the Harvard University Gazette that, “it is our challenge 
today to become a global university, rooted in American traditions”.  As such, 
there seems to be a dialectical tension between a local-global positioning as 
adopted by Harvard. 
This preoccupation with a local positioning arises out of Harvard’s long 
history and its historical positioning within the US.  As mentioned earlier, Harvard 
stresses its position as “the oldest institution of higher learning in the United 
States” 55
For example, in providing information about its library, it is said that “[f]] 
ounded in 1638, the Harvard University Library is the oldest library in the United 
States and the largest academic library in the world”
 and there are constant references to dates in the Harvard website to 
highlight Harvard’s long and rich history as a HEI and as a valued institution 
within the US.   
56.  Another way Harvard 
emphasizes its historical significance within the US is through its highly-esteemed 
museums.  The university is said to enjoy the privilege of having the Arnold 
Arboretum which is the “nation’s oldest arboretum”57.  There is once again 
reference to dates where the Arboretum’s founding date is thematized - “[s]ince its 
founding in 1872, the Arboretum has become a major international center for plant 
research”58
                                                            
55ibid. 
.  Harvard prides itself in the reputation of having its departments, 
56 Information accessed from Harvard’s ‘The Harvard Guide: The Largest Academic Library in the 
World’ - http://www.news.harvard.edu/guide/to_do/to_do6.html on 6 October 2008.  
57Information accessed from Harvard’s ‘The Harvard Guide: The Arnold Arboretum’ - 






facilities and organizations enjoy the status of being the nation’s oldest.  Even 
within the arts, Harvard is said to have “[s]everal undergraduate arts organizations” 
that “have venerable histories”59, citing for example that “[t]he Harvard-Radcliffe 
Orchestra (est. 1808 as the Pierian Sodality) is the nation's oldest continuous 
musical organization ....”60
Harvard is pitched as being almost iconic of the US especially in relation to 
communicating about Harvard’s architecture.  The buildings in Harvard seem to 
tell a story – the history of the US.  It is said that “Harvard University is home to 
many superior examples of American architecture”
.   
61.  This positioning of 
Harvard’s architecture as being “superior examples” of American architecture 
makes Harvard’s architecture almost iconic of American architecture.  In saying 
that “[h]istoric landmarks fill the Old Yard”62, there is an implicature that Harvard 
is an iconic site of American history.  According to the Harvard website in its 
“Harvard Guide: Landmarks in Harvard”63 sublink, “[t]he oldest standing Harvard 
building – Massachusetts Hall – was built in 1720, and, during the Revolutionary 
War, sheltered soldiers of the Continental Army”64.  The landmarks in Harvard are 
thus conveyed to signify American history.  It is further said that “[t]oday the 
President of the University, vice presidents, and other officers are housed on the 
first two floors; the upper floors serve as living space for freshmen”65
                                                            
59Information accessed from Harvard’s ‘The Harvard Guide: The Arts at Harvard’ - 
http://www.news.harvard.edu/guide/to_do/to_do7.html on 6 October 2008. 
.  In stating 
that these historical buildings are still being used till today, a theme of continuity is 
communicated.   
60ibid. 
61Information accessed from Harvard’s ‘The Harvard Guide: Landmarks at Harvard’ - 
http://www.news.harvard.edu/guide/to_do/to_do2.html on 6 October 2008. 
62 ibid. 
63 Accessed at http://www.news.harvard.edu/guide/to_do/to_do2.html on 6 October 2008. 
64Information accessed from Harvard’s ‘The Harvard Guide: Landmarks at Harvard’ - 






Another example of a historical architecture which conveys part of the 
history of the US, that continues to be used till today, is that of the “Wadsworth 
House (1726), an antique wooden structure, [which] served as temporary 
headquarters for Gen. George Washington in 1775”66.  In also communicating that 
the Wadsworth House is “[t]oday ... home to the University Marshal's Office, the 
Office of the Director or the University Library, and the Alumni Office”67
Not only does Harvard emphasize its historical positioning within the US, it 
also constantly emphasizes its position as an important, premier institution locally, 
in terms of its contributions.  It is said for example that  
, there is 
an emphasis on how these historical buildings in Harvard are continued to be made 
relevant “today”.  There is a sense of historical continuity that is being made 
relevant in modern times.  As such, the history of the US and Harvard is made 
significant to present or modern Harvard.  There is a sense of juxtaposition of time 
periods (with the reference to dates in the past and the adverb “today” in both 
examples) and yet continuity here.    
[f]or more than a century, the Harvard Art Museum has been the 
nation’s premier training ground for museum professionals and 
scholars and is renowned for its seminal role in the development 
of the discipline of art history in this country68
 
.   
The Harvard Art Museum is acknowledged for its influencing role as a “premier 
training ground” in shaping art history in the US.  The Busch-Reisinger Museum, 
under the Harvard Art Museum is also said to hold “the most important and 
extensive collection of Northern and Central European art in the United States”69
                                                            
66ibid. 
.  
Harvard thus positions itself as an important, valuable institution locally.   
67ibid. 
68Information accessed from Harvard’s ‘The Harvard Guide: The University Art Museums’ - 






A Global Positioning  
In emphasizing its rich history, Harvard also positions itself globally.  
Harvard’s departments and facilities are constantly pitched as having not only a 
historical status but also a world-class status.  For example, the Peabody Museum 
is said to be “among the oldest archaeological and ethnographic museums in the 
world”70. The Peabody museum is also said to have “one of the finest collections 
of cultural history found anywhere” and has a “world-class”71 collection.  The 
Peabody Museum is also pitched as having a ‘global’ appeal as it is said of the 
Museum that since it has a “[a] world-class collection, the museum hosts 
researchers, students, and museum professionals from all over the world each 
year”72.  Once again, there is an emphasis on Harvard’s position in the world and 
its ability to attract people from all over the world.  It is also said that “[t]he 
Harvard Art Museum is one of the world’s leading arts institutions”73.  In addition, 
it is said that “Arboretum holdings in Asian botany rank among the world's finest 
and most extensive”74
 
.  Hence, from its facilities to its resources, Harvard is touted 
as holding some of the world’s finest resources and so entrenches itself globally in 
this way.   
Growth of the University 
Due to its rich history, there is much emphasis in “The Harvard Guide” 
sublink of the “About Harvard” link, on Harvard’s growth as a university.  It is 
stated that  
                                                            
70Information accessed from Harvard’s ‘The Harvard Guide: Peabody Museum of Archaeology and 
Ethnology’ - http://www.news.harvard.edu/guide/to_do/to_do-peabody.html on 6 October 2008. 
71ibid. 
72ibid. 
73Information accessed from Harvard’s ‘The Harvard Guide: The University Art Museums’ - 
http://www.news.harvard.edu/guide/to_do/to_do4.html on 6 October 2008. 
74Information accessed from Harvard’s ‘The Harvard Guide: The Arnold Arboretum’ - 





[f]ounded 16 years after the arrival of the Pilgrims at Plymouth, 
the University has grown from nine students with a single master 
to an enrollment of more than 18,000 degree candidates, 
including undergraduates and students in 10 principal academic 
units75
 
 (italics my own).  
This emphasizes that Harvard has “grown” from its initial enrolment of a mere 
nine students to “more than” 18,000 degree candidates.  The adverbial phrase 
“more than” stresses the increase in the number of students at Harvard, 
highlighting the growth of the university.   
It is also stated that when Charles W. Eliot was president from 1869 to 
1909, he “transformed the relatively small provincial institution into a modern 
university”76
the Law and Medical schools were revitalized, and the graduate schools of 
Business, Dental Medicine, and Arts and Sciences were established. 
Enrollment rose from 1,000 to 3,000 students, the faculty grew from 49 to 
278, and the endowment increased from $2.3 million to $22.5 million 
(italics my own).   
.  It was during this time that it is stated that the university grew where  
The ‘growth’ verbs “revitalized” and “established” used to talk about the 
establishment of the departments and the ‘growth’ verbs “rose” and “grew” used to 
talk about the increase in the number of staff and students at the university indicate 
that the university grew and became more established during that time.  The use of 
the ‘growth’ verb “increased” to refer to the endowment funds that escalated also 
communicates the growth of the university.  The use of the ‘growth’ verbs thus 
points to the flourishing nature of the university even from its early years.  
It is also said that the Harvard Campaign, a “greatly expanded fundraising 
effort”77
                                                            
75Information accessed from Harvard’s ‘The Harvard Guide: The Early History of Harvard 
University’ - 
 was carried out under President Derek Bok (1971-91) and this brought in 
$356 million.  These funds could have contributed to  
http://www.news.harvard.edu/guide/intro/index.html on 6 October 2008. 
76Information accessed from Harvard’s ‘The Harvard Guide: New Schools and New Houses’ - 





[s]ome of the important educational initiatives Bok undertook 
[which] include[d]: reform of the undergraduate course of study 
through the innovative Core Curriculum, the introduction of 
graduate programs crossing traditional borders of professional 
disciplines, new approaches to the training of lawyers and 
doctors, and a renewed emphasis on the quality of teaching and 
learning at all levels78
 
.   
The initiatives undertook by Bok point to innovations in the system – this is 
indicated by the nouns phrases like “reform of the undergraduate course of study 
…” and “the introduction of graduate programs crossing traditional borders of 
professional disciplines” and adjectives like “innovative”, “new” and “renewed”.  
The growth of the university and the introduction into its system of new and 
innovative measures, position the university as moving ahead with times, keeping 
up-to-date, focusing on how it can contribute to the current globalized world.   
This growth of the university is in line with its transformation into, what I 
suggest, a ‘global’ university.  Part of this transformation is the focus on 
“interdisciplinary learning”79 which is the focus of the knowledge economy.  In 
1999, Harvard’s 26th President, Rudenstein “announced the launch of a major new 
venture in interdisciplinary learning, the Radcliffe Institute of Advanced Study”80.  
This form of learning is valued in today’s globalizing world.  Rudenstein stressed 
“the task of adapting the research university to an era of rapid information growth, 
and the challenge of living together in a diverse community committed to freedom 
of expression”81
                                                                                                                                                                        
77Information accessed from Harvard’s ‘The Harvard Guide: Recent History’ - 
, pointing to a recognition of the changing world and the need to 
adapt to this changing world which is a globalizing world, although not in so many 
words.  In these ways, it positions itself as growing into a ‘global’ university. 









So although Harvard does not explicitly tout itself as a ‘global’ university, I 
suggest that Harvard does implicitly position itself as a ‘global’ institution by 
riding on its historical positioning locally, its ‘global’ positioning and its growth as 
a modern university.  I also suggest that more importantly, for the purposes of my 
study, Harvard constructs a ‘global’ identity for itself by appealing to the identified 
core values of interconnectedness, excellence and entrepreneurship as elaborated 
upon in Chapter 1.  In addition, Harvard as a historical and ‘benchmark’ university, 
appeals to the theme of continuity.  This theme of continuity is the appealing to 
traditions of the core values identified – where for example, in the case of Harvard, 
it appeals to the tradition of excellence where Harvard positions itself as 
traditionally being an excellent institution and in this way, perhaps as traditionally 
being a ‘global’ institution.  I suggest that historical and ‘benchmark’ universities 
are able to appeal to this theme of continuity because of their long histories and 
their pioneering statuses as established HEIs in the world.  
The focus on these core values of interconnectedness, excellence and 
entrepreneurship is highlighted in the welcome address of the President of Harvard, 
Drew Gilpin Faust, on the “Harvard Worldwide”82
[m]embers of the Harvard community from every corner of the 
globe breathe life into the University's enormous teaching and 
research enterprise, and the knowledge they produce and transmit 
is unconstrained by boundaries on a map
 link.  She says that  
83
There is a focus on how interconnected the university is with reference to the 
Harvard community being “from every corner of the globe”.  Harvard is also 
pitched as a business organization with its activity of teaching and research 
.  
                                                            
82Accessed at http://www.worldwide.harvard.edu/iws/ on 2 June 2009. 
83Information accessed from Harvard’s ‘Harvard Worldwide: Welcome’ - 





described and viewed as an “enterprise”.  In addition, there is also a focus on 
excellence – in the kinds of knowledge produced and transmitted, crossing 
geographical and intellectual boundaries.   
I suggest that these core values of interconnectedness, excellence, 
entrepreneurship and the theme of continuity are realized through certain 
“discursive strategies identified in the realization of this discursive construction” 
(Flowerdew 2002: 209) of a ‘global’ identity, in Harvard’s website.  The discursive 
strategies that appeal to these core values of (i) interconnectedness, (ii) excellence, 
(iii) entrepreneurship and (iv) the theme of continuity are the discursive strategies 
of emphasis on (i) the international nature of Harvard’s members and Harvard’s 
international programs, (ii) the caliber of Harvard’s members and Harvard’s 
research achievements, (iii) fund raising and the molding of ‘global’ students and 
(iv) the tradition of excellence and the tradition of entrepreneurship respectively.  
These strategies serve to promote Harvard as an institution embodying the 
identified core values which have been proposed to be essential in a globalizing 
world and have been suggested to index being ‘global’ in Chapter 1.    
Before I move on to a detailed textual analysis of the discursive strategies 
identified which will reveal how these core values are promoted and highlighted by 
Harvard in constructing itself as a ‘global’ institution, I analyze the prevalent 
discourse practice of the website, focusing on the concept of interdiscursivity, 
where two or more genres or discourses are drawn upon in tandem in generating a 
hybrid genre and hybrid discourses.  I suggest that Harvard (like other universities) 
not only positions its website as a traditional information-giving portal but as a 
promotional tool to market and brand the institution to current and potential 





competitive purposes), business partners/sponsors (hence also pitching itself as a 
business to invest in) and the public at large.  This is because I argue that the 
website is generally a hybrid genre marrying elements from the information-giving 
genre, the promotional genre and even from the entrepreneurial or business genre.  
This hybrid genre carries hybrid discourses of information-giving, promotional and 
neoliberal discourses. 
 
4.3 Analysis: Discourse Practice (Interdiscursivity)  
As mentioned in Chapter 3, the main aim of the analysis of interdiscursivity 
is to unearth discursive elements of promotion and enterprise within the 
information-giving genre that is traditionally linked to university websites.  I argue 
that the discursive practices drawn upon by the “About Harvard”84 link and 
“Harvard Worldwide”85
On the surface, the “About Harvard” link seems to function mainly to 
provide audience with information about the university – on the history of the 
university, providing facts and figures about the university, including its 
achievements and successes and so forth.  The “Harvard Worldwide” link is 
pitched as a “[a] portal for exploring Harvard’s worldwide activities”
 link in Harvard’s website are multiple in nature –
information-giving, promotional and entrepreneurial practices are used.   
86
                                                            
84Accessed at 
.  The 
website is aimed at providing information to audiences on the various international 
programs, activities, schools and research conducted and carried out by Harvard.  
However, I suggest that the identified discursive strategies built into the 
information-giving genre of the “About Harvard” and “Harvard Worldwide” links 
http://www.harvard.edu/about/index.php on 6 October 2008. 
85Accessed at http://www.worldwide.harvard.edu/iws/ on 2 June 2009. 
86Information accessed from Harvard’s ‘Harvard Worldwide’ - 





really play a promotional and entrepreneurial role in marketing and branding the 
university, specifically as a ‘global’ institution, that is immensely appealing in the 
present globalizing world.  As such, there is an intertwining of the elements of the 
traditional information-giving genre, the promotional genre and the enterprising 
genre.  In this way, the data become interdiscursively complex with a combination 
of elements from at least these three identified genres, with diverse discourses of 
information-giving, promotional and neoliberal discourses.   
I now present a content and structural analysis of Harvard’s “About 
Harvard” link of how it is a hybrid genre, carrying hybrid discourses.  I focus in 
this Section only on the “About Harvard” link as this ‘About X’ link is the only 
constant link across all the university websites studied here that generally provides 
the history, background, facts, achievements and contributions of the universities.  
In conducting a textual analysis of the data on Harvard’s website, I draw on the 
other links identified as well.  In presenting the content and structural analysis, I 
also focus on the perceived target audience and their perceived reception of the 
data. 
The content and structure of the “About Harvard”87
 
 link (accessed on 6 
October 2008) is as follows:  
 About Harvard 
• Calendar 
o (Events at Harvard University) 
• Contacts 
o (Contact Information) 
• Directories 
                                                            





o (People Directory and Information Services) 
• Employment 
o (Job opportunities, benefits, and employee information) 
• General Info 
o (About Harvard University) 
• Site Guide 
o (Need Some Help?) 
• FAQs 
o (Answers the most popular questions we see in our email.  Lots of 
information on a wide range of topics!) 
• Support Harvard 
o (Make a gift online.) 
 
Under the “About Harvard” link, there are various sublinks as shown 
above.  These sublinks provide information to the identified audience mentioned 
above in Section 4.2.  These sublinks do not just function to provide information in 
the form of facts but also information that aims to promote the university to these 
audiences.  I study some of these sublinks in how the information provided is 
actually promotional in nature. 
 For example, the sublink “Calendar”88 provides information on the various 
events at Harvard like art exhibitions and lectures, some of which are even open to 
the public.  It also ‘advertises’ for participants needed in studies like, for example, 
in the “Brain Imaging Study” where “[r]esearchers seek healthy women ages 24-64 
who are nonsmoking for a three-visit research study” and who will receive “up to 
$175 compensation”89
                                                            
88Accessed at 
.  In this way, the university functions and promotes itself as 
an organization that offers events, activities and even money-making opportunities 
http://www.news.harvard.edu/gazette/calendar/studies.html on 6 October 2008. 
89Information accessed from Harvard’s ‘Gazette Calendar: Studies’ - 





to not just staff and students but also to the public – hence encouraging even 
outsiders to log onto their website to gather such information.  The sublink on 
“Employment”90 ‘advertises’ “diverse, interesting” job opportunities, provides 
information on “Harvard’s many rewards, including generous benefits, tuition 
assistance, and work/life balance” and even provides information on “the culture, 
the campus, and the people that make Harvard so special”91
The sublink on “General Info”
.  The use of a 
preponderance of positive adjectives like “diverse”, “interesting”, “generous” and 
“special” to describe Harvard’s employment opportunities and benefits allows the 
positioning of such information as promotional as this aims to position Harvard as 
an attractive employer, hence drawing from the entrepreneurial genre.   
92
 
 provides information on the following: 
 About Harvard 
• General Info 
o Harvard Acronyms (Decoding Harvard’s abundant acronyms) 
o Harvard at a Glance (Essential Harvard facts) 
o Harvard Fact Book (Published yearly by the Office of Institutional 
Research) 
o Harvard Guide (The faces, places, history, and lore of America’s oldest 
university) 
o FAQs (Answers the most popular questions we see in our email.  Lots of 
information on a wide range of topics!) 
o Sports Schedule (All athletic events) 
o University Calendar (Faculty of Arts and Sciences unified academic 
calendar) 
o College Calendar (Undergraduate three-year calendar) 
                                                            
90Accessed at http://www.employment.harvard.edu/ on 6 October 2008. 
91Information accessed from Harvard’s ‘Employment at Harvard’ - 
http://www.employment.harvard.edu/ on 6 October 2008. 





o Directions (A list of travel instructions to points around the Harvard 
campus) 
The “Harvard Guide” sublink provides information on the “faces, places, 
history, and lore of America’s oldest university”93
Some of the information in this sublink is clearly promotional information – 
like that of the information under “Harvard Guide: Things To Do”
.  It provides a host of 
information like the history of the university, things to do at the university, 
information on Harvard’s faculty and their research achievements, Harvard’s 
students, the Harvard education system, Harvard’s organizational structure and 
office bearers, its finance, list of honorary degree recipients and famous visitors, 
Harvard’s impact on the economy and so forth.  The provision of such information 
can in fact be argued to be essential in promoting the university as future students, 
staff and business investors of the university need to consider such information 
before making a decision to join or invest in the university.  As such, I suggest that 
this information in the “Harvard Guide” sublink carries promotional elements.   
94 sublink.  The 
information provided here is highly personalized with the use of personal pronouns 
to ‘speak’ directly to the audience of the website.  For example, the information 
presented on the ‘Harvard Student-Led Walking Tour’ is interactive in that it 
invites the readers, by addressing them through the second person pronoun “you” 
as in “[l]et a student show you Harvard ... on a free walking tour”95
                                                            
93Information accessed from Harvard’s ‘The Harvard Guide’- 
 to explore 
Harvard.  Harvard also positions itself as a personable institution when it says 
“[w]e welcome our neighbours and visitors from afar to stop by the Information 
http://www.news.harvard.edu/guide/ 
on 6 October 2008. 
94Accessed at http://www.news.harvard.edu/guide/to_do/index.html on 6 October 2008. 
95Information accessed from Harvard’s ‘The Harvard Guide: Things to Do’ - 






Visitors are also encouraged to learn more about the university as it is 
further said that the Information Center’s staff “can answer questions and provide 
maps and illustrated booklets of the University for a minimal charge
.  The use of the first person plural pronoun “we” in the immediate 
example, presents the university as an inviting agent. The personalization of the 
reader by addressing the reader as “you” and the personalization of the institution 
as “we” is resonant of the kinds of elements used in commodity advertising genre 
where there is the use of “synthetic personalization [which is], a compensatory 
tendency to give the impression of treating each of the people ‘handled’ en masse 
as an individual” (Fairclough 1989: 62).  Personalization of discourse is not a 
typical element of the information-giving genre where it is common for the 
impersonal voice to be employed as in newspapers.  Such personalization of 
discourse is found more in promotional genres like advertisements and tourist 
collaterals.  There is hence the presence of dual communicative functions in place 
here – to provide information whilst at the same time to promote the university. 
97
[f]ree student-led historical walking tours of the Harvard campus 
will help you find fascinating exhibitions and programs, and show 
you a rich sampling of American history and architecture from the 
Colonial period to the present
.  The 
highlighting that the maps and booklets can be provided at a charge that is 
“minimal” is attractive and this encourages visitors to visit the Center for more 
information.  Readers are also invited to go on a tour at Harvard where  
98
There is a presupposition here that by visiting Harvard, one can learn more about 
the history of the US – where as mentioned earlier, Harvard is frequently 
.   








positioned as an iconic site of American history.  This promotes Harvard as not 
merely a HEI but also as a tourist attraction which has “free” tours that will “help” 
visitors learn and have a “rich sampling” of “American history and architecture 
from the Colonial period to the present”.  The use of adjectives like “fascinating” 
and “rich” in the information provided adds to the promotional tone of the 
information as such adjectives ‘advertise’ Harvard as an attractive institution to 
visit. 
Hence it is clear that the “About Harvard” link is far from just information-
giving, it is clearly also promotional in nature.  In fact, there seems to be a focus on 
dealing with characteristics, activities or topics of the university that are 
promotional in nature, typical of advertisements (see for example, Cook 1992, 
Wernick 1991 and Wragg 1993).  As such, the “About Harvard” link is an 
interdiscursively complex discursive type, carrying the information-giving voice, 
the promotional voice and the entrepreneurial voice – hence a hybrid genre 
carrying hybrid discourses. 
A complex interdiscursive mix also entails complex interpersonal meanings 
– the  promotional nature of the data entails an active construction of identity by 
the university as what is essentially ‘on sale’ here is the university and its identity.  
Hence a detailed textual analysis of the data in the “About Harvard” and the 
“Harvard Worldwide” links would further reveal the interdiscursive mix of the data 
and the interpersonal meanings (especially of identity construction) arising from 







4.4 Analysis: Textual Practice 
How Harvard constructs its ‘global’ identity by appealing to the core values 
of interconnectedness, excellence, entrepreneurship and the theme of continuity is 
analyzed below by examining the discursive strategies that allow for such an 
identity construction. 
 
4.4.1 Core Value of Interconnectedness 
4.4.1.1 The International Nature of Harvard’s Members 
In addition to being excellent, Harvard’s community is also pitched as 
being interconnected.  In the welcome address by the President of Harvard, Drew 
Gilpin Faust, on “Harvard Worldwide”, she says to audiences, “I hope you will 
find it useful as you explore the breadth of Harvard's international activity and the 
diverse opportunities available to the world's students and faculty on the Harvard 
campus”99
There is a focus on the number of international students at Harvard and how 
these numbers have grown.  It is said that  
.  She points to the “breath of Harvard’s international activity and the 
diverse opportunities” that are offered in Harvard to “the world’s students and 
faculty”.  It is interesting in how she positions the readers as “the world’s students 
and faculty”.  She seems to be inviting students and faculty from all over the world 
to Harvard’s campus – inviting and encouraging a ‘global’ community to perhaps 
meet and share ‘global’ experiences and perspectives.  Harvard then functions as a 
common meeting ground for these international students and faculty. 
... the total number of international students at Harvard has grown 
more than 35% in the last decade. In 2008-09, more than 4,000 
                                                            
99Information accessed from Harvard’s ‘Harvard Worldwide: Welcome’ - 





Harvard students - almost 20 percent of total enrollment - came 
from outside the United States.  These students represented more 
than 130 different countries100
The verb phrase “has grown more than”, the adverbial phrase “more than” and the 
adverb “almost” all serve to be promotional features in that they emphasize the 
significant numbers of increase and growth of international students.  This 
contributes to constructing Harvard as a highly interconnected institution hosting a 
significant number of international students. 
 . 
It is also said that “the University’s students and faculty come from nearly 
every country in the world; and once here, they study and travel to all corners of 
the globe in pursuit of their academic interests”101
In highlighting how international its faculty is, it says that “[i]n appointing 
professors to tenured positions, Harvard conducts nationwide - and, in many cases, 
worldwide - searches to identify men and women who are the leading scholars and 
teachers in their fields”
.  There is an emphasis on how 
international the students and faculty are by stating that they come from “nearly 
every country in the world”.  There is also an emphasis on the free-flowing 
movement of students and faculty in and out of different countries around the 
globe, perhaps as a result of the ease of travel that comes with globalization 
processes.   
102
                                                            
100Information accessed from Harvard’s ‘Harvard Worldwide: Facts’ - 
http://www.worldwide.harvard.edu/iws/facts/index.jsp on 2 June 2009. 
.  It is hence communicated that Harvard faculty is 
recruited not just within the US but from around the world in a bid to employ those 
who are “leading scholars and teachers in their fields”.  Hence, Harvard aims to 
employ the best staff from all over the world who are excellent in what they do.  I 
101ibid. 
102Information accessed from Harvard’s ‘The Harvard Guide: Harvard’s Faculty’ - 





suggest that this is also done so that Harvard remains interconnected to the world 
through the experiences and contacts of this international faculty. 
In stressing the interconnected and international nature of Harvard’s 
graduates, it is said with reference to the Harvard alumni, that there are “nearly 
50,000 in some 190 other countries”103.  Here not only is the number of alumni 
from other countries stressed with the adverb “nearly”, but also the large number of 
countries these alumni are from.  It is also said that “Harvard alumni can be found 
in nearly every country in the world: as of 2007, in nearly 180 countries 
worldwide”104
The giving of prominence to the significant number of international staff 
and students from numerous countries serves to construct Harvard as an 
interconnected institution.  Harvard also positions itself as a site where these 
students’ and staff’s multiple and numerous perspectives, ideas, experiences and 
cultures interact and influence each other. 
.  In stressing that Harvard graduates can be found “in nearly every 
country in the world” and “in nearly 180 countries worldwide”, the highly 
international nature of the alumni is highlighted.  Harvard seems to suggest that it 
is represented by its graduates all around the world.   
 
4.4.1.2 Harvard’s International Programs 
Amongst his plans for the university, Harvard’s ex-President, Summers, 
was committed to “the further internationalization of the Harvard experience”105
                                                            
103Information accessed from Harvard’s ‘Harvard at a Glance’ - 
.  
http://www.harvard.edu/about/glance.php on 6 October 2008. 
104Information accessed from Harvard’s ‘Harvard Worldwide: Alumni & Friends’ - 
http://www.worldwide.harvard.edu/iws/alumni_friends/index.jsp on 2 June 2009. 
105Information can be accessed from Harvard’s ‘The Harvard Guide: Recent History’- 





This internationalization of the Harvard experience involves having international 
programs, activities, research and curriculum.   
It is stated on the “About this Site”106 sublink of the “Harvard Worldwide” 
link that “Harvard University’s teaching and research activities span the globe, and 
take many forms”107.  The main webpage of the “Harvard Worldwide” link shows 
a world map, pictorially representing how Harvard is present, linked and connected 
(refer to Image 1).    
 
Image 1: Map depicting Harvard’s Connections Around the World108
One is able to scroll over the map and click on the desired region or country 
and is connected to the kinds of academic courses, centers, programs, offices and 
organizations linked to or present in that location.  For example, by scrolling over 
to the location of China on the map, one is able to get information on the kinds of 
 
(accessed 2 June 2009) 
                                                            
106Accessed at http://www.worldwide.harvard.edu/iws/welcome/about.jsp on 2 June 2009. 
107Information accessed from Harvard’s ‘Harvard Worldwide: About this Site’ - 
http://www.worldwide.harvard.edu/iws/welcome/index.jsp on 2 June 2009. 
108Image accessed from Harvard’s ‘Harvard Worldwide’ - http://www.worldwide.harvard.edu/iws/ 





exchange programs that are available, for example the “China Initiative Visiting 
Scholars Program” that is “willing to help arrange for visiting scholars from China, 
who are outstanding leaders in academia, government, and the private sector, to 
come to the Harvard School of Public Health for career development”109.  This 
visual of the map and information about how Harvard’s presence is wide-reaching 
across the world, lends support to Harvard’s President, Faust’s statement in her 
welcome address on the “Harvard Worldwide” link where she says, “Harvard 
University was founded in the Colony of Massachusetts Bay in 1636, but to situate 
the University in a particular geographic location today is to define it too 
narrowly”110
It is said on the “Harvard Worldwide” link that “Harvard’s academic 
activities – from research to study abroad to executive education programs – touch 
more than 130 countries around the world”
.   
111
The University has almost 300 different programs across 34 
countries in Asia and the Middle East, from faculty research 
projects to executive education programs to grants for student 
travel to the aforementioned offices.  The corresponding numbers 
for other regions of the world are: Africa – 95 programs in 27 
countries; Australia and Oceania – 20 programs in five countries; 
Europe – 150 programs in 32 countries; North America and the 
.  There is an emphasis on the range 
of academic activities around the world and there is also an emphasis on the extent 
of the reach of these activities through the use of the adverbial phrase “more than” 
to stress on the number of countries.  Examples of mentions of these academic 
activities that span across the world include the following: 
                                                            
109Information accessed from Harvard’s ‘Harvard Worldwide: China Initiative Visiting Scholars 
Programme’ - http://www.hsph.harvard.edu/china-initiative/education-programs/visiting-scholars-
program/index.html on 2 June 2009.  
110Information accessed from Harvard’s ‘Harvard Worldwide: Welcome’ - 
http://www.worldwide.harvard.edu/iws/welcome/index.jsp on 2 June 2009. 
111Information accessed from Harvard’s ‘Harvard Worldwide: Facts’ - 





Caribbean – 85 programs in 16 countries (excluding the United 
States); South America – 75 programs in 10 countries112
There is an emphasis on the number of different programs across a number of 
different countries – through reference to statistics and phrases like “the University 
has almost 300 different programs across 34 countries in Asia and the Middle 
East”, “Africa – 95 programs in 27 countries” and “Europe – 150 programs in 32 
countries”.  This serves to emphasize Harvard’s reach across the regions of the 
world.  Harvard’s provision and facilitation of these ‘global’ opportunities is 
emphasized in stating that there are “grants for student travel”.  As such, not only 
does Harvard have these programs worldwide, it aids and facilitates students in 
joining these programs to encourage ‘global’ exposure.   
. 
Not only are activities and programs held around the world, it is also 
stressed that “[t]he research of Harvard faculty, the curriculum of Harvard’s 
schools, and the extracurricular activities available to Harvard students touch 
almost every country in the world”113
Under the heading ‘Worldwide Research’ on the “Harvard Worldwide: 
Facts”
.  This communicates that the research, 
curricula and extracurricular activities conducted at Harvard encompass and are 
about “almost every country in the world”, hence providing ‘global’ perspectives 
to students.   
114 sublink, it is stressed that “Harvard faculty members are actively engaged 
in every corner of the globe”115
                                                            
112ibid. 
.  Once again there is the stress on how active the 
113ibid. 
114Accessed at http://www.worldwide.harvard.edu/iws/facts/index.jsp on 2 June 2009. 
115Information accessed from Harvard’s ‘Harvard Worldwide: Facts’ - 





faculty is in doing research “in every corner of the globe”116.  The sublink provides 
a “tiny sampling of examples”117
[t]he 
 of the kinds of research done – where there is a 
presupposition that there are a lot more of such research taking place that is not 
listed or that there are too many to list.  An example of such research is 
Botswana AIDS Initiative in the School of Public Health 
[which] trains health care professionals in Botswana and Harvard 
students alike, and conducts research aimed at stemming the 
spread of HIV in Botswana and southern Africa”118
The research is involved in “stemming the spread of HIV” in Africa.  This research 
conducted aims to aid a region outside the US.  Harvard is thus contributing to 
worldwide issues. 
. 
Under the heading ‘Worldwide Curriculum’ on the “Harvard Worldwide: 
Facts”119 sublink, there is an emphasis on the kind of curricula Harvard offers that 
is international in nature – exposing students to knowledge about the world.  It is 
said that “[s]ince Harvard faculty members have research and teaching interests 
worldwide, students at Harvard have the opportunity to study in and about every 
region of the world”120
[e]ach semester, hundreds of courses focused on international and 
transnational subjects are offered at Harvard, like “Modern 
Architecture and Urbanism in China,” offered in the Graduate of 
.  As such, both faculty and students have international 
exposure since students are pitched as having the opportunity to know “about every 
region in the world” through Harvard’s faculty.  An example of such an 
opportunity is the following where 




119Accessed at http://www.worldwide.harvard.edu/iws/facts/index.jsp on 2 June 2009. 
120Information accessed from Harvard’s ‘Harvard Worldwide: Facts’ - 





Design; or “Nutrition and Rural Medicine in Latin America,” 
offered in Harvard Medical School121
It is said that “[e]ach semester, hundreds of courses” that are “focused on 
international and transnational subjects” are offered.  There is a focus on the 
numerous courses offered through the phrase “hundreds of”.  This becomes 
promotion information as the emphasis on the number of international subjects 
offered promotes Harvard as an institution offering ‘global’ perspectives and hence 
being interconnected. 
. 
Further adding an international and ‘global’ perspective to Harvard’s 
curriculum is the “Harvard Summer School's Study Abroad Programs”122 that is 
said to “offer undergraduate and graduate students the opportunity to take summer 
courses for credit in more than 20 locations around the world, from Prague to 
Seoul to Buenos Aires”123
Harvard also extends its reach physically across the world in a bid to 
support ‘global’ activities.  Harvard’s President Faust says in her welcome address 
that Harvard, in order  
.  There is an emphasis on the opportunities Harvard 
provides to students by offering “summer courses” in “more than 20 locations 
around the world” – the adverbial phrase “more than” once again serves to 
emphasize the number of programs offered by Harvard and hence promote the 
university as internationally connected.   
[t]o support, enhance, and expand all of these activities Harvard 
schools and research centers have, in recent years, [has] 
launched offices outside the United States, such as the Chile and 
Brazil offices of the David Rockefeller Center for Latin 
                                                            
121ibid. 
122Accessed at http://www.worldwide.harvard.edu/iws/facts/index.jsp on 2 June 2009. 
123Information accessed from Harvard’s ‘Harvard Worldwide: Facts’ - 





American Studies and the global research centers of the Harvard 
Business School124
The setting up of offices outside America is in a bid to further expand on these 
‘global’ activities as these offices serve to “support, enhance and expand” these 
activities.  Hence there is a focus on expanding and increasing this value of 
interconnectedness. 
. 
I suggest that this focus on these discursive strategies of emphasis on (i) the 
international nature of Harvard’s members and (ii) Harvard’s international 
programs contributes to the construction of Harvard as an interconnected 
institution. 
 
4.4.2 Core Value of Excellence 
In positioning itself as a “preeminent research institution” on “the Harvard 
Guide: Recent History”125 sublink, there is a focus on its status as an excellent 
institution.  The Harvard University statement of values states that “Harvard 
University aspires to provide education and scholarship of the highest quality - to 
advance the frontiers of knowledge and to prepare individuals for life, work, and 
leadership”126
Various Presidents of the university too stress this commitment to 
excellence.  For example, it is said that Summers, the President of Harvard from 
2001-2006 “focused on laying the foundations for renewal that will be necessary to 
 where the value of excellence is highlighted.  
                                                            
124Information accessed from Harvard’s ‘Harvard Worldwide: Welcome’ - 
http://www.worldwide.harvard.edu/iws/welcome/index.jsp on 2 June 2009. 
125Information accessed at Harvard’s ‘The Harvard Guide: Recent History’ - 
http://www.news.harvard.edu/guide/intro/hist3.html on 6 October 2008. 
126 Information accessed from Harvard’s ‘Office of the President: Harvard University Statement of 






sustain Harvard’s excellence into the 21st century and beyond”127
Harvard highlights this focus on the value of excellence by emphasizing the 
(i) caliber of its members and (ii) its research achievements. 
.  Here, there is an 
underlying presumption that Harvard is indeed an excellent institution as it is said 
that it is necessary to sustain this excellence.   
 
4.4.2.1 Caliber of Harvard’s Members 
The sublink for “Prospective Students”128 under the “Harvard Worldwide” 
link states that “Harvard admits outstanding students of every nationality and 
background”129
[i]n recent years, the University has expanded its international 
outreach and recruitment efforts, with the goal of attracting the 
best students, wherever they might be, and increasing the number 
of international students in an already diverse student body
 – the open door policy of Harvard is emphasized in terms of 
welcoming international students but it stresses that Harvard admits only 
“outstanding students”.  It also says that  
130
 
.   
Whilst the university has “expanded its international outreach”, the goal of the 
university is explicitly stated as “attracting the best students wherever they might 
be”.  Hence there is a focus on attracting only “outstanding” and “the best” 
students from all backgrounds.  This is in keeping with its standards of excellence 
or as a strategy to improve its standards of excellence.   
                                                            
127Information accessed from Harvard’s ‘The Harvard Guide: Recent History’ - 
http://www.news.harvard.edu/guide/intro/hist3.html on 6 October 2008. 
128Accessed at http://www.worldwide.harvard.edu/iws/students/prospective_students.jsp on 2 June 
2009. 
129Information accessed at Harvard’s ‘Harvard Worldwide: Prospective Students’ - 






Harvard also prides itself on its famous graduates.  It devotes a section on 
the Harvard Yearbook, listing out famous and popular graduates131
These include Benazir Bhutto (graduated in 1973) who was “Pakistan's first female 
prime minister” and who “was one of the first women to live in Eliot House”, 
Stockhard Channing (graduated in 1965), “an Oscar-nominated actress” who “first 
developed an interest in acting while at Radcliffe” – pointing to perhaps Harvard’s 
contribution to her talent-growth - and Michael Crichton (graduated in 1964, 
earning an MD at Harvard Medical School in 1969) who is a “best-selling science 
fiction author”
.  These range 
from Pulitzer Prize winners to Presidents and Prime Ministers of various countries, 
to Oscar and Academy Award nominees and winners.  According to Fairclough 
(2000, as cited in Flowerdew 2002: 216), the use of lists are related to the 
“‘categorical and authoritative assertion of truisms’; [as] through their 
accumulation they enhance the rhetoric force of the text”.  Therefore, the provision 
of a list of famous and popular graduates serves to strengthen Harvard’s position as 
an excellent institution in how it has managed to produce such revered graduates. 
132
Other graduates include T.S. Eliot (who graduated in 1910), who is 
described as the “great modernist poet and critic” and who is said to have begun 
“his writing career as a Harvard undergraduate, publishing his first poems in the 
Advocate, which he later edited”
.  
133
                                                            
131Information can be accessed from Harvard’s ‘The Harvard Guide: A Harvard Yearbook – 
Bernstein to Crichton’ - 
 – where once again, Harvard emphasizes its 
contributions and takes some credit for the writer’s success here by highlighting 




133 Information accessed from Harvard’s ‘The Harvard Guide: A Harvard Yearbook – Dole to 





Harvard’s early influence in Eliot’s writing success.  Other graduates include the 
former vice president of the United States, Al Gore (who graduated in 1969).  He is 
said to have been “a politician even at Harvard: a government concentrator, 
Freshman Council chairman, and a member of the Harvard Undergraduate Council 
and Young Democrats”134
Harvard also makes reference to the number of Presidents of the United 
States it has produced.  It says that “[s]even presidents of the United States – John 
Adams, John Quincy Adams, Theodore and Franklin Delano Roosevelt, Rutherford 
B. Hayes, John Fitzgerald Kennedy and George W. Bush – were graduates of 
Harvard”
.  Here once again, Harvard seems to credit itself for 
molding Al Gore into the successful politician that he is now.  It is interesting that 
Harvard, while pointing to how successful its graduates have become, also credits 
itself for their success, through Harvard’s influence and its provision of 
opportunities for these graduates to have benefited from.   
135.  In fact, the current President of the United States, Barack Obama is 
also a graduate of the Harvard Law School although this is not mentioned in the 
Harvard website as yet.  The website proudly chronicles the “seven Presidents of 
the United States [who] studied at Harvard”136
                                                            
134 ibid. 
.  For example, the website lists 
Theodore Roosevelt (1901-1909) who is said to have “pursued his activities with 
characteristic enthusiasm - boxing, rowing, and birdwatching, as well as joining the 
rifle club and the Natural History Club, among others, and founding a whist club 
and a finance club”.  It also lists John F. Kennedy (1961-1963) who “[a]s an 
upperclassman … deepened, developing a profound interest in political 
philosophy” and “[i]n his junior year he made the Dean's List. His senior honors 
135Information accessed from Harvard’s ‘The Harvard Guide: The Early History of Harvard 
University’ - http://www.news.harvard.edu/guide/intro/index.html on 6 October 2008. 
136Information accessed from Harvard’s ‘The Harvard Guide: Seven Presidents of the United States 





thesis, about Great Britain's lack of preparation for World War II, became, after his 
graduation, the best-selling book Why England Slept”.  The website also lists 
George W. Bush (2001-2009) who attended Yale as an undergraduate, earning a 
history degree in 1968 and “came to Harvard Business School, .graduating with a 
degree in business administration in 1975”137
Not only is there a focus on how Harvard’s graduates are excellent, 
Harvard’s faculty are also consistently pitched as excellent.  There is an emphasis 
on the number of Pulitzer Prizes awarded to Harvard Faculty through the years.  
Pulitzer Prizes are “awarded annually for outstanding contributions to American 
journalism, letters, and music”
.  Just like Harvard’s listing of its 
famous graduates, Harvard is also deliberate to chronicle how involved these past 
Presidents of the United States were in Harvard in order to personalize and show 
how once again Harvard was perhaps influential in their achievements and 
successes as Presidents of the United States.   
138.  It is said on the ‘The Harvard Guide: Prize-
Winning Scholars”139 that “[s]ince 1919, Pulitzer Prizes have been awarded 
numerous times to faculty members - and some professors have won multiple 
times”140
                                                            
137ibid. 
.  There is an emphasis on the number of times these prizes have been 
won by Harvard’s faculty – “numerous times” and it is stressed that “some 
professors have won multiple times”.  Harvard lists down its faculty who are 
Pulitzer Prize winners with a sense of pride like, for example, Henry Adams who 
won the Prize in 1919 for Biography, Robert Frost who won the Prize in 1943 for 
138Information accessed from Harvard’s ‘The Harvard Guide: Prize-Winning Scholars’ - 
http://www.news.harvard.edu/guide/faculty/fac2.html on 6 October 2008. 
139Accessed at ://www.worldwide.harvard.edu/iws/ on 6 October 2008. 
140Information accessed from Harvard’s ‘The Harvard Guide: Prize-Winning Scholars’ - 





Poetry, Leon Kirchner who won the Prize for music in 1967 and Geraldine Brooks 
in 2006 for fiction141
Harvard also regularly highlights and appeals to its prominent faculty who 
are winners of the Nobel Prize as evidence of its excellence.  It is highlighted in the 
“Harvard at a Glance”
.   
142 sublink of the “About Harvard” link, that there are “43 
current and former faculty members”143 who are Nobel Laureates – information 
important enough to include in giving quick facts about Harvard.  There is also 
another mention in the introduction to the early history of Harvard that “[i]ts 
faculty have produced more than 40 Nobel laureates”144.  The adverbial phrase 
“more than” once again serves to highlight the large number of Nobel Laureates it 
has produced.  There is hence a sense of pride conveyed by these references to the 
number of Nobel laureates produced.  By making reference to these Nobel 
Laureates who are pitched as those who “have conferred the greatest benefit on 
mankind"145
 
, Harvard is touting the quality of its faculty members as having 
caliber and capabilities of high-esteem.  In this way, Harvard also indirectly 
suggests that it is the capable of producing students of similar caliber as its students 
have the opportunities to be instructed by such excellent faculty.  By linking itself 
with such people who have made outstanding achievements, Harvard is positioning 
itself as an excellent institution. 
                                                            
141ibid. 
142Accessed at http://www.harvard.edu/about/glance.php on 6 October 2008. 
143Information accessed from Harvard’s ‘Harvard at a Glance’ - 
http://www.harvard.edu/about/glance.php on 6 October 2008. 
144Information accessed from Harvard’s ‘The Harvard Guide: The Early History of Harvard 
University’ - http://www.news.harvard.edu/guide/intro/index.html on 6 October 2008. 
145Information accessed from Harvard’s ‘The Harvard Guide: A Nobel Legacy’ - 





4.4.2.2 Harvard’s Research Achievements 
It is said that in Harvard, “[t]he quest for new knowledge has been led by 
world-renowned faculty members who have cured diseases, pioneered new 
technologies, and created whole new industries”146.  A preoccupation of Harvard is 
the “quest for new knowledge” – a concern with new discoveries.  It is said that 
such discoveries are “led by world-renowned faculty members” – signaling that 
these faculty are globally-recognized.  They are said to have “cured diseases, 
pioneered new technologies, and created whole new industries” – the verbs 
“cured”, pioneered” and “created” point to the active and innovative nature of 
work done by these faculty members who are all out to make “new” discoveries.  
There is also a testimony from a student who is quoted as saying “[i]t seems that 
every time you turn around, a Harvard professor is winning a Nobel Prize or 
getting interviewed on CNN”147.  Testimonies act as personal endorsements as in 
product advertisements.  The testimony serves to highlight the excellence of 
Harvard’s staff and the excellent achievements of these staff which are given 
world-wide recognition through the attainment of prizes like the Nobel Prize or 
being interviewed on international news channels like the CNN148
The “The Harvard Guide: Making Major Impacts on the World”
.   
149 sublink 
lists “a partial listing of scientific breakthroughs at Harvard University that have 
made major impacts on society, and on the world”150
                                                            
146Information accessed from Harvard’s ‘The Harvard Guide: Three Plus Centuries of Scientific 
Research’ - 
.  In stating that this is just a 
“partial listing”, there is an implicature that there are many more “scientific 
http://www.news.harvard.edu/guide/faculty/fac4.html on 6 October 2008. 
147ibid. 
148CNN stands for the ‘Cable News Network’. 
149Accessed at http://www.news.harvard.edu/guide/faculty/fac5.html on 6 October 2008. 
150Information accessed from Harvard’s ‘The Harvard Guide: Making Major Impacts on the World’ 





breakthroughs” not listed on the website.  This implies that Harvard enjoys 
numerous groundbreaking “scientific breakthroughs”.  These discoveries are 
positioned as those that “have made major impacts on society and the world” – 
emphasizing Harvard’s contribution to the world.  An example of a “scientific 
breakthrough” is Surgeon Joseph E. Murray’s “groundbreaking, Nobel Prize-
winning work in organ transplantation”151.  He is said to have performed a 
“historic life-saving operation” about 40 years ago, through “a transplant procedure 
pioneered by [himself] Murray”152
Some examples of research breakthroughs listed include the following: 
.  The kind of breakthroughs done at Harvard are 
positioned as “historic”, “pioneer[ring]” and “Nobel-Prize winning work” – kinds 
of research that cannot be surpassed, adding great value to humankind and the 
world. 
• 2006 - Harvard Stem Cell Institute scientists discover a type of master cell 
that gives rise to other cells that cause a heart to beat, make up its internal 
surface, and form its blood cells.  The finding offers the prospect of new 
strategies for regeneration of heart tissues damaged by disease or trauma.   
• 1999 - Discovered a new type of material, called black silicon, which could 
lead to more efficient ways of converting sunlight to electricity, 
communicating by light, and monitoring the environment for evidence of 
global warming. 
• 1970s - Discovered the genetic system responsible for immunization, 
allergies, and transplant rejection. Baruj Benacerraf won the 1980 Nobel 







Prize in Medicine and Physiology for this work, which has led to new 
treatments for cancer and autoimmune diseases. 
• 1960-61 - Invention of the defibrillator and cardioverter, used around the 
world to control disturbances in heart rhythm. 
• 1920s - Performed research that led to a cure for pernicious anemia. 
George Minot won the 1934 Nobel Prize in Medicine and Physiology for 
this work. 
• 1842 - Realization of the contagiousness of puerperal fever by Anatomy 
Professor Oliver Wendell Holmes, an important factor in the development 
of the germ theory of disease.153
(italics my own) 
 
Harvard’s role as an active research agent contributing significantly to the world is 
communicated through the use of verbs like “discover(ed)”, “performed” and 
nouns like “invention” and “realization”.  Harvard’s significant contribution to the 
world through its research and discoveries is communicated through phrases like 
“offers the prospect of new strategies”, “could lead to more efficient ways”, “led to 
new treatments”, “used around the world” and “led to a cure”: 
Thus, the above examples construct Harvard as an active research agent 
contributing significantly to the world and the future.  This is further supported 
through the emphasis in the examples on the kinds of awards and prizes won by 
these researchers, as in the Nobel Prize in Medicine and Physiology won by Banuj 
Benacerraf and George Minot.  It is also to be noted that most of the research 
achievements and breakthroughs focused upon and highlighted are from the fields 
of science and medicine – areas that are of importance in this era of globalization 






where the production and knowledge of such areas of discipline are what is needed 
to succeed in this global economy. 
This emphasis on Harvard’s research breakthroughs and achievements 
construct Harvard as an excellent institution that not only has brilliant faculty 
members, but also a conducive and productive environment for such breakthroughs 
and achievements to be inspired and achieved.  Hence the above examples 
discussed in this section in relation to the discursive strategies of emphasis on (i) 
the caliber of Harvard’s members and (ii) Harvard’s research achievements, 
position Harvard as an excellent institution. 
 
4.4.3 Core Value of Entrepreneurship 
Harvard has been described in its website as the “oldest corporation in the 
Western Hemisphere” that came into being when “[t]he Charter of 1650 
established the President and Fellows of Harvard College (a.k.a the Harvard 
Corporation), a seven-member board”154
I propose that Harvard appeals to the value of entrepreneurship by focusing 
on its endowment fund and its role in molding ‘global’ students. 
 . 
 
4.4.3.1 Fund Raising 
There seems to be a near obsession by Harvard to raise funds.  It is said that  
[d]uring his tenure Rudenstine worked to sustain and build federal 
support for university-based research.  Under his leadership, 
Harvard's federally sponsored research grew to a projected $320 
million in 2000, up from $200 million in 1991”155
 
.   
                                                            
154Information accessed from Harvard’s ‘The Harvard Guide: The Early History of Harvard 
University’- http://www.news.harvard.edu/guide/intro/index.html on 6 October 2008. 
155Information can be accessed from Harvard’s ‘The Harvard Guide: Recent History’- 





There is a focus on sustaining and building federal support for university-based 
research.  Having the funds for research means enabling Harvard to strive to 
achieve more breakthroughs that will not only contribute to Harvard’s construction 
as an excellent institution but also as an enterprising institution which is able to 
seek revenue. 
There is also a significant focus on Harvard’s Endowment Fund in 
Harvard’s website.  It is said on the “Harvard at a Glance”156 sublink of the “About 
Harvard” link that Harvard’s endowment fund for Fiscal Year 2007 is placed at 
$36.9 billion157
a collection of more than 10,800 separate funds established over 
the years to provide scholarships; to maintain libraries, museums, 
and other collections; to support teaching and research activities; 
and to provide ongoing support for a wide variety of other 
activities




.   
These funds are hence used largely for the running of the university.  In the 
‘Frequently Asked Questions’ sublink, there is a question “How can I donate to 
Harvard?”159.  The answer provides the necessary information required for former 
graduates and the public to “make a gift using [their] credit card or to transfer 
stocks or mutual funds”160
                                                            
156Accessed at 
.  This allows the university to be entrepreneurial in 
seeking out revenue that it needs to run the institution.  In fact it is said that “the 
http://www.harvard.edu/about/glance.php on 6 October 2008. 
157Information accessed from Harvard’s ‘Harvard at a Glance’ - 
http://www.harvard.edu/about/glance.php on 6 October 2008. 
158Information accessed from Harvard’s ‘The Harvard Guide: Harvard’s Endowment Funds’ - 
http://www.news.harvard.edu/guide/finance/index.html on 6 October 2008. 
159Information accessed from Harvard’s ‘Site Guide: Frequently Asked Questions’ - 
http://www.harvard.edu/siteguide/faqs/index.php on 6 October 2008. 
160Information accessed from Harvard’s ‘Make a Gift’ - http://post.harvard.edu/harvard 





endowment has helped to provide the stability necessary for Harvard to remain a 
premier educational and cultural institution”161
In talking about the Endowment Fund, it is said that 
. 
Harvard has long followed investment and distribution policies 
designed to avoid the erosion of purchasing power by maintaining 
the value of existing endowment in real terms (after inflation) and 
by providing a steady, sustainable, and predictable flow of funds 
to support current operations.  In addition, these policies 
recognize the need to regularly add to the endowment in order to 




There seems to be a kind of borrowing from the neoliberal or business discourse 
through phrases like the following: 
• investment and distribution policies designed to avoid the erosion of 
purchasing power  
• maintaining the value of existing endowment in real terms (after inflation)  
• providing a steady, sustainable, and predictable flow of funds to support 
current operations 
• to cover the growth of University expenses in excess of normal inflation 
Such phrases are resonant of the kind of discourse typically found in business 
reports and manuals.  As such, the use of such neoliberal or business discourse 






                                                            
161Information accessed from Harvard’s ‘The Harvard Guide: Harvard’s Endowment Funds’ - 






4.4.3.2 Molding ‘Global’ Students  
There is a focus on developing the neoliberal personhood in students.  This 
is clearly illustrated in the mission statement163
Harvard College adheres to the purposes for which the Charter of 
1650 was granted: “The advancement of all good literature, arts, 
and sciences; the advancement and education of youth in all 
manner of good literature, arts, and sciences; and all other 
necessary provisions that may conduce to the education of the ... 
youth of this country....”.  In brief: Harvard strives to create 
knowledge, to open the minds of students to that knowledge, and 
to enable students to take best advantage of their educational 
opportunities.  
, that is,  
To these ends, the College encourages students to respect ideas 
and their free expression, and to rejoice in discovery and in 
critical thought; to pursue excellence in a spirit of productive 
cooperation; and to assume responsibility for the consequences of 
personal actions.  Harvard seeks to identify and to remove 
restraints on students' full participation, so that individuals may 
explore their capabilities and interests and may develop their full 
intellectual and human potential.  Education at Harvard should 
liberate students to explore, to create, to challenge, and to lead. 
The support the College provides to students is a foundation upon 
which self-reliance and habits of lifelong learning are built: 
Harvard expects that the scholarship and collegiality it fosters in 
its students will lead them in their later lives to advance 
knowledge, to promote understanding, and to serve society 164
It is clear that Harvard, in its mission statement, is positioned as an active 
agent out to mold its students.  This is signaled through active material process 
verbs like the following (highlighted through italics): 
. 
(italics my own). 
• (Harvard) “strives to create knowledge” 
• (Harvard) “[strives] to open the minds of students to that knowledge” 
                                                            
163Harvard University itself does not have a formal mission statement.  However, in the ‘Frequently 
Asked Questions’ sub link, the answer to the question “What is Harvard’s mission statement?” 
directs readers to that of Harvard College’s (the undergraduate program) mission statement as laid 
out in the main text. 
164Information accessed from Harvard’s ‘Site Guide: Frequently Asked Questions: What is 






• (Harvard) “[strives] to enable students to take best advantage of their 
educational opportunities” 
• (Harvard) “seeks to identify and [seeks] to remove restraints on students' 
full participation” 
It is said following Halliday (1994), that transitivity has much to offer in providing 
categorizations for the “infinite variety of occurrences or ‘goings-on’ into a finite 
set of process types” (as cited in Erjavec 2004: 569) – this allows for probing into 
the ways “in which language represents reality in terms of how the primary or 
dominant agents are constructed, what they do to whom and with what 
consequences” (ibid.).  The preponderance of material process types in these 
examples highlights the ‘doer’ role of university as an active and dynamic agent 
seeking to mold its students.  Harvard thus “strives” and “seeks” to mold students 
into knowledge-seeking individuals.  Harvard also emphasizes how its education 
“should liberate” students  
• “to explore, to create, to challenge, and to lead” 
and in their later lives to  
• “to advance knowledge, to promote understanding, and to serve society” 
Here students are encouraged to become leaders within society in the future. 
Students in Harvard are also encouraged to adopt the following values and 
characteristics, where they are shaped to: 
• “respect ideas and their free expression” (to be expressive) 





• “pursue excellence in a spirit of productive cooperation” (to be productive) 
• “assume responsibility for the consequences of personal actions” (to be 
responsible) 
• “explore their capabilities and interests” (to have initiative) 
• “develop their full intellectual and human potential” (to constantly self-
improve) 
Harvard thus seeks to mold its students to be individuals who are expressive, 
innovative, critical, productive, responsible, have initiative and constantly self-
improving.  These are the kinds of values and characteristics that are needed in a 
global knowledge economy where “a foundation upon which self-reliance and 
habits of lifelong learning” is essential. 
From this, it is clear that Harvard values knowledge creation and 
advancement, the pursuance of excellence, individual exploration to develop 
his/her full potential and lifelong learning to ultimately serve the society.  These 
are perhaps characteristics of a ‘global’ student – the kinds of persons needed to 
survive the global economy.   
Harvard also positions itself as a place where opportunities are provided for 
further ‘global’ experiences and travel.  It says that “[o]nce here, Harvard students 
have the opportunity to travel the globe, and since 2002, the number of Harvard 
undergraduates studying, working, or doing research abroad has more than 
doubled”165
                                                            
165Information accessed from Harvard’s ‘Harvard Worldwide: Welcome’ - 
http://www.worldwide.harvard.edu/iws/welcome/index.jsp on 2 June 2009. 
.  The fact that the number of undergraduates going abroad “has more 





students for ‘global’ exposure.  Harvard goes further to say that “once here, they 
study and travel to all corners of the globe in pursuit of their academic interests”166
In providing numerous opportunities for students to gain ‘global’ 
experiences and perspectives, the university is positioning itself as an institution 
that is molding ‘global’ students - as students who are deemed ‘global’ these days 
are those who have ‘global’ experiences and mindsets.  Such ‘global’ students are 
the ones who prospective employers seek as they are the ones who are able to 
survive in the new global, knowledge economy.  I suggest that the producing of 
such students, who will be able to survive in this global knowledge economy, is 
intimately tied to the construction of these institutions as enterprising institutions 
as such ‘global’ students are needed for the success of this global economy. 
.  
Harvard provides its students the opportunities to gain ‘global’ exposure and 
perspectives while pursuing their academic interests.   
Thus this focus on the discursive strategies of emphasis on i) Harvard’s 
endowment fund and ii) its capability of molding ‘global’ students constructs 
Harvard as an enterprising institution.   
 
4.4.4 Theme of Continuity 
Harvard emphasizes that it has a tradition of excellence, interconnectedness 
and entrepreneurship in the narratives in the “About Harvard” link.  These 
traditions are highlighted as being continued to this present day.  The emphasis on 
                                                            
166Information accessed from Harvard’s ‘Harvard Worldwide: Facts’ - 





this upholding of these traditions which is made possible because of Harvard’s 
long and rich history, further strengthens Harvard’s worldwide position as a 
‘benchmark’ institution. 
 
4.4.4.1 Tradition of Interconnectedness 
Harvard positions itself as being traditionally and historically 
interconnected as it is said that “[s]ince at least the 19th century, the reach of 
Harvard's teaching and research has extended across national borders, and in recent 
years the University has made its connection to the wider world even more 
explicit”167
 
.  In using the adverbial phrase “at least” in “since at least the 19th 
century” Harvard has been interconnected, there is a presupposition communicated 
that it may have been interconnected even earlier than the 19th century, signaling 
how Harvard has traditionally been interconnected.  It is also communicated here 
that Harvard has become more globally connected since then.   
4.4.4.2 Tradition of Excellence 
It is stated that as early as the 18th and 19th centuries, Harvard has 
“produced or attracted a long list of famous scholars, including Henry Wadsworth 
Longfellow, James Russell Lowell, William James, the elder Oliver Wendell 
Holmes, Louis Agassiz, and Gertrude Stein”168
                                                            
167Information accessed from Harvard’s ‘Harvard Worldwide: Welcome’ - 
.  This suggests that as early as the 
18th or 19th century, Harvard has been a quality institution that has “produced or 
http://www.worldwide.harvard.edu/iws/welcome/index.jsp on 2 June 2009. 
168Information accessed from ‘Harvard’s The Harvard Guide: New Schools and New Houses’ - 





attracted” such famous scholars – hence establishing itself as an institution that has 
been traditionally excellent. 
Harvard also positions itself as an institution that has a history and tradition 
of scientific research and achievements that impact the world, where it highlights 
that there have been “[t]hree-plus [c]enturies of [s]cientific [r]esearch”169
Harvard has long been fascinated with scientific discovery - from 
at least 1672, when John Winthrop, colonial governor of 
Connecticut, gave Harvard its first telescope, to the present day, 
when work done by graduate student Chris Shaffer has led to a 
patent for a system of making three-dimensional compact discs
 at 
Harvard.  It is said that  
170
 
.   
There is a sense of the tradition of excellence in scientific discovery conveyed here 
by stating that as early as 1672, Harvard has been attentive to scientific discovery.  
There is a sense of continuity expressed in this fascination with scientific 
discoveries, by making reference to “present day ... work done by Chris Shaffer” 
leading to a “patent for a system of making three-dimensional compact discs”.   
Success in research is also positioned as something of a tradition.  It is said 
that “[s]ince 1919, Pulitzer Prizes have been awarded numerous times to faculty 
members - and some professors have won multiple times”171.  The marked theme 
“[s]ince 1919”, emphasizes the tradition of being excellent where Harvard’s 
faculty members have long been receiving prestigious awards like Pulitzer Prizes 
because of research achievements.  It is also said that there is a “Nobel Legacy”172
                                                            
169Information accessed from Harvard’s ‘The Harvard Guide: Three Plus Centuries of Scientific 
Research’ - 
 
in Harvard.  There is a section under the “The Harvard Guide: A Nobel Legacy” 
sublink that is devoted to chronicling These Laureates’ “stories – their struggles 
http://www.news.harvard.edu/guide/faculty/fac4.html on 6 October 2008. 
170ibid. 
171Information accessed from Harvard’s ‘The Harvard Guide: Prize-Winning Scholars’ - 
http://www.news.harvard.edu/guide/faculty/fac2.html on 6 October 2008. 
172Information accessed from Harvard’s ‘The Harvard Guide: A Nobel Legacy’ - 







, focusing on those Laureates from 1914-1973 and from 1974-
2005.  Harvard thus has been attracting Nobel Laureates to its institution from as 
early as 1914 – showing that there is a strong tradition of excellence in the 
institution. 
4.4.4.3 Tradition of Entrepreneurship 
Harvard has been described in the “The Harvard Guide” sublink as the 
“Oldest corporation in the Western Hemisphere”174
[o]n June 9, 1650, the Great and General Court of Massachusetts 
approved Harvard President Henry Dunster's charter of 
incorporation.  The Charter of 1650 established the President and 
Fellows of Harvard College (a.k.a the Harvard Corporation), a 
seven-member board that is the oldest corporation in the Western 
Hemisphere
.  This positions the university 
as a business enterprise from way back in 1650, as it is said that  
175
 
.   
As such, Harvard positions itself as traditionally being an enterprise.   
There has also been a focus on raising funds in Harvard, even in the early 
years.  It is said that “[u]nder Pusey (1953-71), Harvard undertook what was then 
the largest fundraising campaign in the history of American higher education, the 
$82.5 million Program for Harvard College”176
                                                            
173ibid. 
.  In saying that it had the “largest 
fundraising campaign in the history of American higher education”, Harvard 
positions itself within the US and within the history of American education as 
perhaps the most entrepreneurial institution from the earliest of times.  This also 
emphasizes how Harvard has traditionally been entrepreneurial. 
174Information accessed from Harvard’s ‘The Harvard Guide: The Early History of Harvard 
University’ - http://www.news.harvard.edu/guide/intro/index.html on 6 October 2008. 
175ibid. 
176Information accessed from Harvard’s ‘The Harvard Guide: Recent History’ - 





I suggest that these emphases on Harvard as being traditionally an 
excellent, interconnected and entrepreneurial serve to construct Harvard perhaps as 
always being a ‘global’ institution.  This also positions Harvard as a ‘benchmark’ 
institution that HEIs around the world seek to emulate Harvard. 
 
4.5 Conclusion 
In this chapter I looked at how Harvard appeals to the core values of (i) 
interconnectedness, (ii) excellence, (iii) entrepreneurship and (iv) the theme of 
continuity by employing the discursive strategies of emphasis on (i) the 
international nature of Harvard’s members and Harvard’s international programs, 
(ii) the caliber of Harvard’s members and Harvard’s research achievements, (iii) 
fund raising and the molding of ‘global’ students and (iv) the tradition of 
interconnectedness, excellence and entrepreneurship, respectively.  Between the 
core values identified, it is the value of excellence appealed to the most by 
Harvard, perhaps lending itself to the reason why Harvard consistently tops 
university rankings around the world.  By appealing to these values, I have 
suggested that Harvard constructs for itself a ‘global’ identity.  The next chapter 
examines how another ‘benchmark’ university, Oxford, constructs for itself a 














Oxford is undeniably an internationally well-renowned university.  It is 
described as “the world’s most famous university” that has a “sterling reputation” 
(in an article entitled ‘Keeping Oxford on Top’ in the 13 August 2008 issue of 
Newsweek magazine). Oxford’s world-renowned reputation as an exceptional 
institution is evidenced by Oxford’s high ranking amongst the best universities 
worldwide.  For example, according to the Times ranking, Oxford University was 
ranked in the 2nd, 3rd, 4th and 5th top university spots in 2006, 2007, 2008 and 2009  
respectively177 and according to SJTU rankings, Oxford University was ranked 10th 
amongst the top universities in the years 2006, 2007,  2008 and 2009178
Oxford also consistently positions itself in its website
. 
179
Oxford University has been at the forefront of understanding the 
world and shaping it for centuries.  Since the Enlightenment, 
Oxford has been one of the world’s most influential and 
international universities
 as having been 




The use of the progressive verb “has been” shows a sense of continuity (“for 
centuries”) conveyed by Oxford in its positioning as a leader at the “forefront of 
understanding the world and shaping it for centuries”.  The thematic phrase 
                                                            
177Information accessed from the Times Higher Education-QS World University Rankings (for the 
years 2004-2009)- http://www.timeshighereducation.co.uk/ on 8 June 2009.  
178Information accessed from the Academic Ranking of World Universities (by Shanghai Jiao Tong 
University) (for the years 2003-2009) -  http://www.arwu.org/index.jsp on 8 June 2009. 
179Accessed at http://www.ox.ac.uk/ on 17 June 2008. 
180Information accessed from Oxford’s ‘Oxford: British and International’ - 





“[s]ince the Enlightenment” used to highlight Oxford’s long-standing reputation, 
stature and identity as “one of the world’s most influential and international 
universities” also gives further support to Oxford’s positioning as a historical 
leader.  This in turn reinforces the view of Oxford as a ‘benchmark’ university in 
the world, as alluded to in Chapter 4. 
A study of the Chancellor’s address on the website181
Welcome to the University of Oxford. People from all walks of 
life and all parts of the world have been visiting us for nine 
centuries and we are delighted that via this website you are 
joining that long tradition.  Oxford was the first University in the 
English-speaking world.  Our aim is to remain at the forefront of 
centres of learning, teaching and research
 reveals how Oxford 





The Chancellor once again situates Oxford historically, highlighting that Oxford 
was “the first University in the English speaking world”.  There is also an 
emphasis on how interconnected Oxford has been for a long time – “for nine 
centuries” – where “[p]eople from all walks of life and all parts of the world have 
been visiting [it]”.  This positions Oxford as an institution that has been 
traditionally interconnected.  There also seems to be another focus on how Oxford 
has been traditionally excellent as an institution when the Chancellor points to the 
aim of Oxford which is “to remain” as a leader in learning, teaching and research.  
The use of the verb “to remain” presupposes that Oxford has traditionally been a 
leader in learning, teaching and research.  These positionings of Oxford as 
traditionally interconnected and excellent is only possible because of Oxford’s long 
and rich history.   
                                                            
181Accessed at http://www.ox.ac.uk/about_the_university/introducing_oxford/index.html on 17 June 
2008. 
182Information accessed from Oxford’s ‘Introducing Oxford’ -





Hence the opening paragraph of the Chancellor’s address serves to position 
Oxford as historically rich with a tradition of being interconnected and excellent – 
that is, I argue with a tradition of being ‘global’ (where I have explained in Chapter 
1, how being ‘global’ means having amongst its core values, the  values of being 
interconnected and excellent).  In fact, it is presupposed in the speech that Oxford 
is ‘global’ where the Chancellor says “Oxford’s remarkable global appeal 
continues to grow”183
The following paragraph in the Oxford website’s “International”
.  Here, there is the presupposition that Oxford is indeed 
‘global’, and the verb “continues” suggests once again that it has traditionally been 
‘global’.   
184
Oxford University has connections with virtually every country in 
the world.  Our students come from 138 countries and our 
academic staff from 79.  Academic research spans all regions of 
the globe, and tackles issues of major global significance, both 
within and across disciplines.  Our international presence includes 
more than 44,000 alumni in 188 countries outside the UK, the 
world's largest university press and leading tropical medical 
research facilities
 link, 
serves to prominently highlight the core values that position Oxford as a ‘global’ 
university.  It says  
185
The extent of Oxford’s connections internationally is highlighted though its 
emphasis on its “connections with virtually every country in the world”.  The 
adjectival phrase “virtually every” serves to highlight how strongly interconnected 
Oxford is.  The highlighting of the numbers of countries Oxford’s students and 
staff come from (“138” and “79” respectively) serves to further promote how 
international Oxford is because of its students and staff.  There is also emphasis not 
. 
                                                            
183ibid. 
184Accessed at http://www.ox.ac.uk/international/index.html on 28 August 2009. 
185Information accessed from Oxford’s ‘Oxford Around the Globe’ - 





only the present foreign students and staff that contribute to its international nature, 
there is also mention of the “more than 44,000 alumni in 188 countries outside the 
UK” – the provision of statistics is once again promotional in that it not only 
promotes the university as vastly international, it acts as evidence for such 
promotional claims.  There is also emphasis on how international its research is 
when it says “[a]cademic research spans all regions of the globe”.  The verb phrase 
“spans all regions of the globe” is very strong in expressing Oxford’s worldly 
reach.  There is also no room for hedging when Oxford says that its research 
extends “all areas of the globe” – where every part of the world is presupposed to 
be reached.  Hence both Oxford’s members and research are pitched as 
international and interconnected.  The kinds of research conducted by Oxford are 
also pitched as having ‘global’ objectives in that it tackles “issues of major global 
significance”.  The adjectives “major” and “global” serve to position Oxford’s 
research as important, affecting and influencing the world.  There is also an 
emphasis on this research which is both conducted “within and across disciplines” 
– with a recognition that interdisciplinary research is the way to go in an era of 
globalization.  The emphases on the kinds of research conducted at Oxford – as 
globally impacting and being interdisciplinary serves to position Oxford as an 
excellent institution.  It is also said to have “leading tropical medical research 
facilities” around the world – this description of Oxford’s facilities as “leading” 
also serves to position Oxford has an institution that is in the forefront and hence, 
excellent.  In highlighting that it has the “the world’s largest university press”, 
Oxford also perhaps positions itself as an entrepreneurial institution. 
As such, I suggest that Oxford, like Harvard, constructs and positions itself 





interconnectedness, excellence and entrepreneurship as elaborated upon in Chapter 
1.  In addition, like Harvard, Oxford too as a historical and ‘benchmark’ university, 
appeals to the theme of continuity in constructing itself as a ‘global’ university.  I 
suggest that these core values of (i) interconnectedness, (ii) excellence, (iii) 
entrepreneurship and (iv) the theme of continuity are realized through certain 
discursive strategies identified in Oxford’s website – which are, the discursive 
strategies of emphasis on (i) alliances and the international nature of Oxford’s 
members, (ii) the caliber of Oxford’s members, Oxford’s research achievements 
and contributions and Oxford’s ‘global’ and local rankings (iii) Oxford as an 
Enterprise, Oxford as encouraging enterprise and the molding of ‘global’ students 
and (iv) the tradition of interconnectedness, the tradition of excellence and the 
tradition of entrepreneurship respectively.  These strategies serve to promote 
Oxford as an institution embodying the identified core values – where these values 
have been proposed to be essential in a globalizing world and have been suggested 
to index being ‘global’ in Chapter 1.    
Just as in Chapter 4, before I move on to a detailed textual analysis of the 
discursive strategies identified which will reveal how these core values are 
promoted and highlighted by Oxford in constructing itself as a ‘global’ institution, 
I analyze the prevalent discourse practice of the website, focusing on the concept 
of interdiscursivity where two or more genres or discourses are drawn upon in 
tandem in generating a hybrid genre carrying hybrid discourses.  Just like 
Harvard’s website, Oxford’s website is not just a traditional information giving 
portal but also a promotional tool used to market and brand the institution to 
identified audiences.  This is because I argue that the website is generally a hybrid 





promotional genre and even from the entrepreneurial or business genre.  This 
hybrid genre then carries hybrid discourses deriving from the information-giving, 
promotional and neoliberal (or entrepreneurial) discourses. 
 
5.2 Analysis: Discourse Practice (Interdiscursivity) 
As mentioned in Chapter 3, the main aim of the analysis of interdiscursivity 
is to reveal the discursive elements of promotion and enterprise that operate within 
the information-giving genre that is traditionally linked to university websites. 
I argue that, similar to the links on Harvard’s website, the discursive 
practices drawn upon by the “About the University”186, “International”187 and 
“Enterprise”188
                                                            
186Accessed at 
 links on the Oxford website – links I deem relevant in constructing 
Oxford’s ‘global’ identity – are multiple in nature where information-giving, 
promotional and entrepreneurial practices are used.  On the surface, the links seem 
to function mainly to provide audience with information about the university – (i) 
the “About the University” link provides information on the history of the 
university, the structure of the university, the annual review of the university in 
terms of research achievements, the facts and figures about the university and so 
forth, (ii) the “International” link provides information on Oxford’s role and 
position globally in terms of its links with the rest of the world through its students, 
staff and research, alliances and collaborations with institutions and colleagues 
around the world, globalization research, international activities and so forth and 
(iii) the “Enterprise” link provides information on Oxford’s role and position as an 
entrepreneurial institution in terms of its companies, facilities and programs that 
encourage and lead to innovations, business relationships and opportunities and as 
http://www.ox.ac.uk/about_the_university/index.html on 17 June 2008. 
187Accessed at http://www.ox.ac.uk/international/index.html on 28 August 2008. 





such.  I suggest that the primary function of the links is promotional as opposed to 
information-giving.   
In analyzing the interdiscursive practices on Oxford’s website, I focus only 
on the “About the University” link.  In conducting a textual analysis of the data on 
Oxford’s website, I draw on the other links identified as well. 
Below I present a content and structural analysis of Oxford’s “About the 
University” link in an attempt to show how it is a hybrid genre, carrying hybrid 
discourses.  The perceived target audience and their perceived reception of the data 
are also addressed in presenting the content and structural analysis. 
The content and structure of the “About the University”189
 
 link (accessed 
on 17 June 2008) is as follows: 
 About the University 
• Introducing Oxford 
o Welcome Address from the Chancellor 
o The structure of the University 
o The University and the Colleges 
o Studying at Oxford: An introduction 
o A brief history of the University 
o Annual Review 








                                                            







 Honorary degrees 
 July 
 New Appointments 
 The year in review 
 Appendices 
 Student numbers 2006/7 
o Oxford Glossary 
o Oxford FAQ 
o Women at Oxford 
• Facts and Figures 
o Student Life 
o Undergraduate Access and Admissions 
o Graduate Admissions 
o Oxford International 
o Oxford Colleges 
o Oxford Research 
o Oxford Awards 
o Oxford and Business 
o Oxford Finance 
o Museums, Collections and Libraries 
• Oxford People 
o Key University Officers 
o Famous Oxonians 
o Oxonian Award Winners 
• Museums and Collections 
• University Year 
o Dates of Term 
o The Boat Race 
o Encaenia 






o Benefits of working for the University 
o Applying for jobs at the University 
o College Vacancies 
 
There are various sublinks under the ‘About the University’ link as shown 
above.  These sublinks provide information to the identified audience.  I study how 
some of the sublinks provide information that largely promotes the University. 
The sublink on “Studying at Oxford: An introduction”190
• “teaching and research” that is “consistently in the top rank nationally and 
internationally” 
 provides essential 
information to potential students and their parents, staff, university partners, 
business partners and sponsors on the important aspects of the university like on its 
• “excellent facilities and resources for learning in its world-famous libraries, 
laboratories and museums” 
• international students which “come to Oxford from 139 different countries” 
• “strong links with research institutions, business and industry, both in the 
United Kingdom and overseas”191
The information highlighted in the introduction to studying at Oxford is clearly 
promotional in nature as the positive aspects of the university are highlighted like 
the “excellent facilities”, the teaching and research that is ranked “top” and the 
“strong links” the University has with other research institutions in the UK and 
with institutions worldwide.  The emphasis on links with business and industry 
also positions the university as an entrepreneurial institution.  The repetitive use of 
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191All information accessed from Oxford’s ‘Studying at Oxford: An Introduction’ - 
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positive adjectives that make references to the notion of ‘success’ like “top” , 
“excellent”, “strong” and so forth promotes the university as a successful 
university that one should be proud to be part of.  There is hence the creation of a 
positive image of the institution and this is a basic function and consequence of 
promotion (see for example, Arens and Bovee 1994, Kotler 1984 and Wragg 
1993). 
The sublink on “A Brief History of the University”192
• “the oldest university in the English-speaking world” 
 provides information 
on the background of the university – information that I suggest is promotional as 
such knowledge provides crucial background information to prospective students, 
their parents, staff, university partners, business partners and sponsors on the kind 
of institution one is getting into.  In this way, the provision of the background of 
the university establishes the university’s credentials.  In this section the university 
is described as 
• a university with a “tradition of international scholarly links” 
• having had by the 14th century, “achieved eminence above every other seat 
of learning, and won the praises of popes, kings and sages by virtue of its 
antiquity, curriculum, doctrine and privileges”193
Such descriptions deeply entrench the University as a traditionally excellent and 
interconnected university, having a much valued background. 
 
The ‘Annual Review 2006/2007’, according to the Vice-Chancellor in his 
foreword, aims to “celebrat[e]...achievements, but also examin[e] how ... [the 
                                                            
192Accessed at http://www.ox.ac.uk/about_the_university/introducing_oxford /a_brief_history _of_ 
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193All information accessed from Oxford’s ‘Introducing Oxford: A Brief History of the University’- 
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University is] facing the challenges ahead”194.  The Annual Review can then be 
said to have a dual focus on the past achievements of the university and the future 
challenges the university is to face.  The Vice-Chancellor states that the research 
centers highlighted in the Annual Review “demonstrate both the global reach of the 
work [the university does] and how [the university is] adapting to meet the 
demands of an ever-changing world”195
The Vice-Chancellor also reports on how successful Oxford is in its 
research.  He highlights that  
.  Such information then conveys to the 
audience how Oxford intends to face future challenges and adapt to the demands of 
a changing world.  Information like this is essential in promoting the university as 
one that is capable and ready to function and perform in this global economy - 
hence positioning and promoting Oxford as a modern and ‘global’ University. 
• in “research[,] [the University] is able to report striking success”.   
• “[r]esearch revenues, as last year, grew by 16 per cent and now stand at around 
£250 million” 
• “[n]ew research contracts valued at £387 million were signed in the same 
period, an increase of 45 per cent on the year before” 
• “[t]hroughout the year, new research centres have been established”196
The use of adjectives like “striking” to describe the University’s success in 
research and the growth of the research through verbs like “grew” and nouns like 
“increase” serve to focus on the growth of Oxford’s research, promoting the 
university as a strong research institution.  The reporting of revenues is also 
borrowed from the neoliberal or entrepreneurial discourse.   
 
                                                            
194Information accessed from Oxford’s ‘Annual Review 2006/2007: The Vice-Chancellor’s 
Foreword’ - http://www.ox.ac.uk/about_the_university/introducing_oxford/annual_review/annual 







The “Facts and Figures” sublink197 provides all the necessary information 
on the university in a succinct manner.  This sublink provides information on the 
university in the areas of student life, undergraduate and graduate admissions, its 
research, awards, its business endeavors, its finance, its museums and libraries.  I 
suggest that the information provided on these aspects is also promotional in 
nature.  For example, in talking about undergraduate access and admissions, it is 
said that “[t]he number of undergraduate applications to Oxford has more than 
doubled in the last 30 years, from 6,300 in 1976 to 13,639 in 2006”198
In talking about graduate admissions, it is said that  
.  The phrase 
“more than doubled” is promotional in that it emphasizes that there is a demand for 
the university and hence positioning it as a much sought after university.  The 
popularity of the university is highlighted here.   
Oxford is responding to the demands of students and employers 
by developing a range of new taught masters courses, many of 
which cut across traditional disciplinary boundaries.  These 
include: Clinical Embryology; Contemporary India; Energy 
Science and Engineering; Film Aesthetics; Law, Finance and 
Economics; Major Programme Management; Modern 
Chinese Studies; Rheumatology; Social Science of the Internet; 
and Software and Systems Security199
 
. 
By emphasizing that it is developing courses that “cut across traditional 
boundaries”, Oxford positions itself as a modern university that is ‘global’, fast-
responding to the demands of modern society.  It is therefore developing courses 
that would mold students in such a way that they would be ready to contribute to 
the new global economy.  Oxford is then promoted as getting students ready for the 
new global economy. 
                                                            
197Accessed at http://www.ox.ac.uk/about_the_university/facts_and_figures/index.html on 17 June 
2008. 
198Information accessed from Oxford’s ‘Facts and Figures’ - 






It is clear from a brief analysis of the sublinks that Oxford’s “About the 
University” link is an interdiscursively complex discursive type.  It does not just 
carry the information-giving voice but also the promotional and entrepreneurial 
voices.  As mentioned in Chapters 3 and 4, a complex interdiscursive mix also 
entails complex interpersonal meanings.  As such, a detailed textual analysis of the 
data in Oxford’s website will further examine the active identity construction of 
Oxford, arising from the hybrid interdiscursive mix of the data.  
 
5.3 Analysis: Textual Practice 
I now present a detailed textual analysis of the data on the Oxford website, 
specifically from the “About the University”200, the “International”201 and the 
“Enterprise”202
 
 links to highlight how Oxford constructs its identity as a ‘global’ 
institution.  I suggest that this is done discursively by appealing to the core values 
of interconnectedness, excellence, entrepreneurship and the theme of continuity – 
through the discursive strategies identified in Section 5.1.  
5.3.1 Core Value of Interconnectedness 
The core value of interconnectedness is illustrated in Oxford’s website 
through the discursive strategies of emphasis on (i) alliances and (ii) the 
international nature of Oxford’s members.  Through these discursive strategies, 
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Oxford’s interconnectedness is exemplified and strengthened through its 
international collaborations with research institutions all over the world.  For 
example, it is said in the introduction to studying at Oxford that,  
[a]s one of the leading international universities, Oxford also 
collaborates with over 80 research institutions worldwide, 
including establishments in the Far East, India, South Africa, the 
USA and Latin America.  It also has a small number of formal 
collaborative agreements with overseas institutions, including 
Princeton University, Kyoto University, Australian National 
University and Peking University.  In addition, Oxford is a 
member of the International Alliance of Research Universities 
(IARU) and of the League of European Research Universities 
(LERU)203
Pitching itself as a “leading international” university, Oxford gives support to such 
a positioning by stressing on the kinds of alliances that it has “with over 80 
institutions worldwide” and “a small number of formal collaborative agreements 
with overseas institutions” like Princeton University and Peking University which 
are known to be reputable.  There is much emphasis on the interconnections being 
“worldwide” and “overseas” and how the university has even physically located 
itself overseas through “establishments in the Far East, India, South Africa, the 
USA and Latin America”.  There is also an emphasis on the extent of these 
collaborations with the use of the preposition phrase “with over 80” to describe the 
number of research institutions collaborated with worldwide – where the use of 
such preposition phrases to emphasize the quantity becomes promotional as 
opposed to perhaps using the adverb ‘about’ as in ‘about 80’ to provide 
information on the number of institutions collaborated with.    
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It also stresses on its membership with the IARU and the LERU to 
highlight its active role in international alliances.  One of the international 
collaborations highlighted in the Oxford website’s “International” link is the IARU 
which is described as “an alliance of 10 of the world’s leading research 
universities”204 which includes University of Cambridge, University of Tokyo, 
Yale University and the NUS.  By stating that this alliance is made of “10 of the 
world’s leading research universities”, Oxford is in turn positioning itself as a 
“leading research university” in the world.  This alliance is further described as a 
“strategic drawing together of universities that share a similar vision and have a 
commitment to educating future leaders”205
 
.  The use of the word “strategic” 
suggests that this alliance is a carefully planned collaboration of universities that 
are similar in goals, aims and objectives as they are said to “share a similar vision 
and ... commitment to educating future leaders”.  As mentioned in Chapter 1, who 
the institution chooses to partner with is critical as the status of partner institutions 
is deemed as a reflection of the institution.  In this way, audiences who read about 
such collaborations between universities of “leading” status, infer that Oxford itself 
is a “leading” institution.  However, in the case of Oxford, which is considered a 
‘benchmark’ university, it is probably the case that universities like University of 
Tokyo and the NUS derive more status value by partnering with Oxford than vice 
versa.   
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5.3.1.2 International Nature of Oxford’s Members 
There is a constant emphasis on how international the students and staff of 
Oxford are.  For example, it is emphasized that “[c]olleges bring together leading 
academics and students across subjects and year groups, and from different 
cultures and countries”206
There is frequent highlighting of how international the students are at 
Oxford.  Examples include the following: 
.  While the example stresses how excellent the 
academics and students of Oxford are through the adjective “leading” to describe 
them, the example also highlights how interconnectedness the university is as it is 
said that the university brings together academics and students “from different 
cultures and countries”.   
• Over a third of (35 per cent) of our total student body - more than 6,800 
students - are citizens of foreign countries, including 14 per cent of full-time 
undergraduates and 63 per cent of full-time graduate students207
• Students come to Oxford from 138 countries and territories and our academic 
staff from 79, creating a vibrant and diverse community.  The largest groups of 
international students come from the USA (1,394), China and Hong Kong 
(745), Germany (605), Canada (345), India (281) and Australia (253)
. 
208
There is not only an emphasis on the international nature of the students but also 
on the extent of how international the students are.  In the narratives, there is a 
constant emphasis on the number of countries these students are from to show and 
emphasize how vastly international the students are.  In addition, the exact 
numbers of students from various countries which are by no means small, are also 
. 
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highlighted.  The use of the preposition “over” and the adverbial phrase “more 
than” as in “[o]ver a third of (35 per cent) of our total student body - more than 
6,800 students - are citizens of foreign countries” serve to emphasize the 
significant number of students who are foreigners.  The use of such prepositions, 
adverbs and numbers only serve to promote how international and hence how 
interconnected and ‘global’ the students are.   
The importance of this value of being interconnected to Oxford is 
emphasized when it is said in the introduction to studying at Oxford that 
“[i]nternational students play an integral role in the University, providing 
intellectual stimulation as well as creating and maintaining academic links with 
colleagues abroad”209
Not only does Oxford pitch itself as being interconnected through its 
international students, it also does so through its staff.  For example, it is said that 
“[l]eading academics come to Oxford from all over the world”
.  The role international students play in the university is 
described by the adjective “integral” to emphasize how valued and important they 
are as they provide “academic links with colleagues abroad” – hence playing an 
important part in keeping Oxford connected to the world.  Again, this emphasis on 
the value of international students plays a promotional role in promoting how 
international and ‘global’ the university is. 
210
                                                            
209Information accessed from Oxford’s ‘Studying at Oxford: An Introduction’ - 
.  The use of the 
preposition phrase “from all around the world” in talking about the kinds of places 
these international staff come from, serves to stress the international and ‘global’ 
nature of these academics who are attracted to Oxford.   
http://www.ox.ac.uk/ about_the_university/ introducing_oxford/ studying_at_ oxford_ an_ 
introduction/index.html on 17 June 2008. 
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This emphasis on the ‘global’ nature of Oxford’s community is further 
underscored through the provision of statistics of foreign staff present in the 
institution as in,  
Oxford’s university community is truly international: more than a 
third (38 per cent) of our academic staff, including 28 per cent of 
teaching and research staff and 43 per cent of research-only staff 
are citizens of foreign countries211
 
.   
The use of the adverb “truly” to describe how “international” the university is and 
the adverbial phrase “more than” to emphasize the percentage of foreign staff 
further serves to highlight the extent to which the staff is ‘global’ in nature.  All 
these in turn position Oxford as connected internationally. 
In emphasizing how interconnected Oxford is, Oxford also stresses how it 
is connected all over the world though its graduates.  For example, it is said in the 
provision of facts and figures about Oxford, that “Oxford boasts one of the most 
extensive global alumni networks in the world, with 160 branches in over 60 
countries”212
How international Oxford’s presence is around the world and how 
internationally connected it is, is visually depicted through maps as in the 
following: 
.  In using the verb “boasts” to highlight the kind of ‘global’ alumni 
network Oxford has, there is a sense of pride in being so well-interconnected “in 
the world”.  Oxford’s “global alumni network” is described as “one of the most 
extensive … in the world”.  Such a phrase with the adjective “extensive” describes 
and emphasizes how huge and widespread the alumni network is.  Once again, the 
use of the preposition “over” in “over 60 countries” suggests how wide the reach of 
the networks are and highlights how interconnected Oxford is.   








Image 2: Map of Oxford’s Presence Around the World213
The map allows one to track and find out “how many Oxford students and 
staff come from a particular area and how many of [Oxford’s] alumni live there 
today”
. 
214.  The “red pins (for country) and blue pins (for the states of the US)”215
I suggest then that these discursive strategies of emphasis on (i) alliances 
and (ii) the international nature of Oxford’s members, appeal to the core value of 
interconnectedness – hence constructing Oxford as an international or ‘global’ 
institution. 
 
are numerous on the map which visually depicts just how vastly internationally 
connected Oxford is.   
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5.3.2. Core Value of Excellence 
The core value of excellence is illustrated through the discursive strategies 
of emphasis on (i) the caliber of Oxford’s members, (ii) Oxford’s research 
achievements and contributions and (iii) Oxford’s local and ‘global’ rankings.   
 
5.3.2.1 Caliber of Oxford’s Members 
It is evident from the narratives that Oxford takes much pride in its people – 
both students and staff alike and positions them as contributing to its excellence.  
In fact, it attributes its success as an “internationally-renowned university” to the 
people of Oxford as said in the “Oxford’s People”216 sublink of the “About the 
University” link that “[w]ith almost 20,000 students, 8,500 University staff, 3,000 
College employees, and 180,000 alumni, people are what make Oxford an 
internationally-renowned university”217
Similar to Harvard, Oxford emphasizes the kinds of graduates the 
university has produced, who   
 . 
[a]mong [the graduates] are 25 British Prime 
Ministers, 30 international leaders, 47 Nobel Prize winners, six 
current holders of the Order of Merit, 6 kings, 12 saints and 20 




The narratives highlight graduates which include British Prime Ministers, Nobel 
Prize winners, kings and even saints.  There is a sense of pride in producing such 
graduates.  Similar to Harvard, Oxford appeals to its famous graduates to give 
                                                            
216Accessed at http://www.ox.ac.uk/about_the_university/oxford_people/index.html on 17 June 
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significance to the caliber of the students produced by Oxford - hence reflecting 
the status of the university as an excellent one. 
There is also an emphasis on the effort put in by the university to recruit 
high-quality students as it is said that “[u]sing one of the most rigorous and 
transparent admissions systems in the UK, staff at Oxford spend around 36,000 
hours each year selecting students. 800 college tutors dedicate a week of their 
working year to this important task”219
In presenting the facts and figures about the students at Oxford, there is an 
emphasis on how outstanding the students are.  It is said that  
.  The marked theme which emphasizes 
Oxford’s admission systems as “one of the most rigorous and transparent ... in the 
UK”, highlights the importance Oxford places on the selection of high quality 
students – hence the dedication of time and resources to this effort. 
• Over 45 per cent of students completing an undergraduate degree go on to 
further study compared with a national average of just 23 per cent. 
• Currently, 99.8 per cent of successful applicants go on to achieve A-level 
scores of AAB or better, with an A grade in the subject equivalent to that 
which they propose to study220
Both examples emphasize how outstanding Oxford’s students are.  The use of the 
preposition “over” in “over 45 percent of students completing an undergraduate 
degree go on to further study compared with a national average of just 23 per cent” 
emphasizes the number of students who go on to further study, hence positioning 
the students as intellectual and ambitious.  Oxford also situates itself locally and 
compares itself to the other national institutions through the “national average”.  It 
juxtaposes its high number of students who further their studies with the “national 
. 
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average of just 23 per cent”.  The adverb “just” here emphasizes the low “national 
average” statistic and points to how Oxford’s statistic outweighs this national 
average.  The focus on positioning its students as intellectual and excellent is 
further emphasized though its high statistics of “99.8 per cent” of “successful 
applicants” who achieve outstanding A-level results.  The use of these percentages 
and numbers emphasizes the success of the students and positions them as bright 
and intelligent.  It also emphasizes that Oxford takes in only the best students as an 
institution of excellence. 
There is also much emphasis in the narratives on the kind of academic 
community present in the university.  Oxford describes its academics working on 
its research as “world-leading” and “internationally excellent”.  It is said in the 
“Enterprise” link that  
Oxford has more world-leading academics (rated 4* in the 2008 
national Research Assessment Exercise) than any other UK 
university. Oxford also has the highest number of world-leading 
or internationally excellent (4* or 3*) academics in the UK221
 
.  
Oxford provides evidence of this claim of its academics as being excellent, in the 
form of the ratings its academics have received, as in “rated 4* in the 2008 national 
Research Assessment Exercise”.  Oxford also yet again highlights its standing 
within the UK as a leading institution – in this case, how it has the “highest number 
of world-leading academics or internationally excellent ... academics” within the 
universities in the UK.   
Oxford also positions this academic community as a prestigious group 
earning prestigious awards.  The academic staff are said to include “over 70 
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Fellows of the Royal Society and around 90 Fellows of the British Academy”222
The other prestigious international awards earned by Oxford staff are also 
highlighted.  It is said that  
.  
The use of the preposition “over” in talking about the number of the Fellows of the 
Royal Society present in the academic community structures the information 
provided as promotional to an extent as it seems to boast about the number of such 
Fellows present in its institution.  This use of the preposition “over’ is contrasted 
with the possible use of the preposition ‘about’ which would function 
informatively in a similar way but carry less of a promotional function than the use 
of the preposition “over”.   
[t]he successes of Oxford’s academics are recognised regularly in 
the award of prestigious international prizes, such as the Royal 
Society's Copley Medal, awarded in 2008 to Professor Sir Roger 
Penrose; the Gairdner International Award for achievements in 
medical research, bestowed in 2007 on Professor Kim Nasmyth, 
and a Lasker Award for Clinical Medical Research, won in 2005 
by Professor Sir Ed Southern223
 
.   
Oxford academics are presupposed as a successful lot in the sentence “[t]he 
successes of Oxford academics are recognised regularly in the award of prestigious 
international prizes ….”.  The adverb “regularly” highlights that winning of awards 
by the academic staff are the norm rather than the exception.  The kinds of awards 
that they receive are also highlighted as “prestigious” and “international”.  
Therefore Oxford positions its academic staff as highly successful ‘global’ talents 
who earn ‘global’ awards and are recognized globally which in turn positions 
Oxford as a ‘global’ institution. 
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5.3.2.2 Oxford’s Research Achievements and Contributions 
Research done at Oxford is described as “globally renowned and diverse 
research”224 where there is a stress on how highly and globally regarded its 
research.  Its research departments are also described as “world-class” which have 
been “rated 5 and 5* in the 2001 National Research Assessment Exercise”225
Oxford research, which emphasises that stroke patients need 
to be treated as fast as possible, has helped to win funds from 
the UK Clinical Research Collaboration for an Acute 
Vascular Imaging Centre (AVIC), which will open in 2008 
next to the John Radcliffe’s emergency department. The 
AVIC will both provide patients with a fast assessment of the 
brain damage caused by their stroke and host research into 
new techniques of image capture and analysis
.  
Oxford positions itself as an active agent conducting research.  An example of the 
active nature of Oxford in conducting research is the focus on how “fast” research 
is conducted at the institution as in the following where it is said,  
226
 
 (italics my 
own).  
There is a focus on how patients need to be “treated as fast as possible” and the 
need to “provide patients with a fast assessment”.  This reflects the fast pace that is 
needed for institutions to move in to succeed and survive in a fast-moving modern 
world. 
The kinds of research conducted by Oxford are also typically described as 
pioneering.  For example, it is said that,  
Oxford enjoys a strong research tradition both in local hospital 
and Health care trusts and the University’s clinical medical 
departments.  Where there are effective links between the two, 
patients can often benefit from new treatments at an early stage, 
                                                            
224Information accessed from Oxford’s ‘Innovation’ - http://www.ox.ac.uk/enterprise/innovation/ on 
19 February 2010. 
225Information accessed from Oxford’s ‘Facts and Figures’ - 
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while young clinicians and researchers learn to exploit new 
knowledge as it becomes available 227
 
(italics my own). 
This emphasis on “new treatments” and “new knowledge” suggest that the kinds of 
research conducted at Oxford are pioneering in nature.   
The research at Oxford is also described as far-sighted and inventive.  The 
UK Biobank, which is a project (based at the University of Manchester but led by 
an Oxford professor) that “will investigate disabling and deadly diseases by 
gathering detailed genetic and lifestyle information from half a million people”228 
is described as “a visionary medical project”229
Oxford’s research is also pitched as “leading-edge and multidisciplinary”.  
For example, it is said of the new BT Centre which is claimed to be the “world’s 
first teaching and research centre for Major Programme Management”
. 
230
will develop and carry out a programme of leading-edge and 
multidisciplinary research, bringing together the expertise 
within the SBS [Said Business School] and the broader 
University, by drawing on departments such as engineering, 
computer science and law, and engaging with eminent 
practitioners from the global business community




my own).   
Here Oxford positions itself as engaging in research that will be “leading-edge and 
multidisciplinary”.  Such “fast”, “new”, “visionary”, “leading-edge and 
multidisciplinary” research conducted by Oxford positions it as an excellent 
research institution that moves fast, is creative and cutting-edge. 
                                                            
227ibid. 
228Information accessed from Oxford’s ‘Annual Review 2006/2007: Health Research Now for the 
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The kinds of research conducted by Oxford are also pitched as being on a 
large scale with huge ‘global’ impact.  As mentioned earlier, it is said of the UK 
Biobank that it  
will investigate disabling and deadly diseases by gathering 
detailed genetic and lifestyle information from half a million 
people aged 40–69 and tracking their health over 30 years or more 
via routine medical records 232
 
(italics my own). 
The kind of research conducted by the UK Biobank includes investigating diseases 
that are “disabling and deadly” – the kinds of diseases that greatly impact people 
with huge consequences.  The UK Biobank also has the ability and capacity to 
gather information from a huge database - “from half a million people”.  This 
positions the UK Biobank as being capable of such a large-scale project.  In fact, it 
is said that “[i]t is the size of the project that gives it power.  With 500,000 
participants, it is inevitable that thousands will eventually go on to contract one 
disease or another”233
The kinds of problems that Oxford highlights as playing a part in 
eliminating through research are also positioned as large-scale, ‘global’ problems.  
For example, the new Oxford Poverty and Human Development Initiative (OPHI) 
supports the Human Development and Capability Association (HDCA) which 
“promotes multidisciplinary research” on issues relating to “impoverishment, 
justice and well-being” as in the following paragraph,  
.  The example points to how the UK Biobank is capable of 
dealing with such a large-scale project by dealing with a huge number of 
participants, placed at 500,000.  Only a capable, outstanding and established 
research center (and hence university) would be able to handle such huge resources 
and undertake such extensive projects.   
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OPHI grew out of, and now actively supports, an initiative called 
the Human Development and Capability Association (HDCA).  It 
promotes multidisciplinary research on problems related to 
impoverishment, justice and well-being, and has more than 700 
members across 70 countries234
 
. 
These issues of “impoverishment, justice and well-being” are huge and have a 
‘global’ impact.  By engaging in such research, Oxford pitches itself as an 
excellent institution contributing to making the world a better place.  In fact one of 
the goals of OPHI is to “not merely to measure poverty, but to create a framework 
for research and policy that will lead to lasting poverty reduction”235
Under the “International” link, there is a section on “Globalisation Research 
at Oxford”
.  The goal of 
the project is explicitly stated – that is, not just to “measure poverty” but to come 
up with a framework that would “lead to lasting poverty reduction”.  Oxford here 
is contributing to a world problem and providing a world solution – hence 
positioning itself as a ‘global’ player.   
236
Oxford University academics work on a wide range of 
international issues.  The links below will give you an insight into 
the University’s work on topics related to globalisation and the 
distinctive, interdisciplinary approach that we bring to these 
subjects
.  The noun phrase “[g]lobalisation research” names a specific type of 
research – where here the topic is globalization.  It is stated on the webpage of the 




Oxford’s academics are positioned as “work[ing] on a wide range of international 
issues” where there is the highlighting of these academics as working on research 
that is ‘global’ in nature.  Oxford carves out its unique identity by stressing that it 
                                                            
234Information accessed from Oxford’s ‘Annual Review 2006/2007: Seeking a New Way to Tackle 
World Poverty (May)’ - http://www.ox.ac.uk/about_the_university/introducing_oxford 
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235ibid. 
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is the “interdisciplinary approach” that Oxford brings to this kind of research that 
makes the university “distinctive”.  The kinds of topics researched at Oxford 
include “[t]he [c]hallenges of the [t]wenty [f]irst [c]entury”, “[d]igitisation”, 
“[e]nvironmental [c]hange” and “[g]lobal [h]ealth” – topics that can be suggested 
to impact the world at large.  Oxford thus positions itself as contributing to the 
world through its research.   
 
5.3.2.3 Oxford’s ‘Global’ and Local Rankings 
Oxford constantly refers to its positioning or standing within the UK and 
internationally.  These positionings construct the university as an excellent 
institution that is highly-regarded locally and globally.  
The university has been described in the introduction to studying at Oxford 
as an “internationally-renowned university, with outstanding academic 
achievement and innovation”238
• Oxford was ranked joint second in the world in the Times Higher Education 
Supplement’s World University Rankings 2007. 
.  This positioning of Oxford as an “internationally-
renowned university” is further backed by an emphasis on Oxford’s position in 
university rankings undertaken by independent bodies such as the Times ranking 
and the SJTU ranking.   Examples of emphasis on Oxford’s position in these 
rankings are as follows: 
• Oxford is repeatedly ranked in the top ten of universities worldwide in the 
annual tables compiled by Shanghai Jiaotong University. 
• In June 2008, the annual Times Good University Guide named Oxford 
Britain’s top university for the seventh year running. 
                                                            
238Information accessed from Oxford’s ‘Studying at Oxford: An Introduction’ - 
http://www.ox.ac.uk/ about_the_university/ introducing_oxford/ studying_at_ oxford_ an_ 





• In May 2008, Oxford University topped The Guardian’s UK rankings for 
the fourth consecutive year. 
• In April 2008, Oxford topped the national university league table, The 
Good University Guide, for the sixth time in the last seven years. The table 
is published in association with the Independent newspaper239
There is a sense of pride communicated by Oxford in highlighting its placing 
within these rankings, with a focus on being in the “top” - with numerous 
references to have “topped” certain rankings or being in the “top ten” and being a 
“top university”.  There is also an emphasis on its numerical positioning in the 
rankings like being “number one”, being “joint second” or being “third”.  In 
addition, there is also an emphasis on the institution’s tradition of being in the top 
with constant references to its past placings within the rankings through 
prepositional phrases like “for the fourth consecutive year” and “for the sixth time 
in the last seven years”.  The narratives also make references to the different 
rankings from various sources so as to perhaps make independent and corroborated 
claims about its “top” positioning within rankings.  These “top” places within 
rankings act as evidence or justification for Oxford’s positioning as an excellent 
institution.    
. 
By focusing on these discursive strategies of emphasis on (i) the caliber of 
Oxford’s members, (ii) Oxford’s research achievements and contributions and (iii) 
Oxford’s ‘global’ and local rankings, Oxford constructs for itself the identity of an 
institution that is excellent. 
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5.3.3 Core Value of Entrepreneurship 
Oxford in fact carries on its website, a dedicated link on “Enterprise”240 
which is indicative of how important the value of enterprise is to Oxford.  The link 
sets out to provide information to both internal and external audiences about this 
enterprising role of Oxford.  In this way, such information also promotes and 
constructs Oxford as an enterprise.  In fact it is said that the link allows readers to 
“[f]ind out what makes Oxford one of Europe’s most innovative and 
entrepreneurial universities”241
A study of Oxford’s website reveals that firstly, there is a focus on how 
entrepreneurial Oxford is itself as an institution in generating revenue for itself and 
contributing to the economy, secondly on how Oxford is committed to encouraging 
a spirit of enterprise amongst its staff and students and thirdly, on how Oxford is 
molding the ‘global’ student who is entrepreneurial.  
.  Oxford thus confidently positions itself as “one of 
Europe’s most innovative and entrepreneurial universities” through the use of the 
relational verb “makes”.   
 
5.3.3.1 Oxford as an Enterprise 
As mentioned earlier, Oxford positions itself on the “Enterprise” link as 
“one of Europe’s most innovative and entrepreneurial universities”242.  It also 
describes itself as a “leading” entrepreneurial university, when it is says “[t]he 
leading UK university for knowledge transfer and commercial spin-outs, Oxford 
was also the UK pioneer in developing a university intellectual property policy”243
                                                            
240Accessed at 
.  
http://www.ox.ac.uk/enterprise/index.html on 19 February 2010. 
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242ibid. 
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The example points to Oxford’s pioneering role as a university that is 
entrepreneurial, in this case, in “developing a university intellectual property 
policy”.  The example positions Oxford as setting or paving the way for other 
universities to become entrepreneurial universities.  In fact, it is further emphasized 
in the “Intellectual Property”244
Oxford's intellectual property and technology transfer model is 
now being copied by other leading universities, and University 
staff are often asked by UK and overseas Governments to advise 
on the development of similar models




Here, Oxford positions itself as a role-model where its intellectual property policy 
is “being copied” by others because of its success – what’s more by “leading” 
institutions.  It also positions itself as an advisor to both the local and foreign 
Governments.  This pitches Oxford as a successful entrepreneurial university both 
locally and globally. 
Oxford further positions itself as an entrepreneurial institution through Isis 
Innovation, “the University’s wholly-owned technology transfer company”246 
which is a spin-out company.  This fully-owned company by Oxford is positioned 
as significant in the establishment of Oxford’s role as an entrepreneurial institution 
as Isis Innovation is said to have been “founded in 1988, and has pioneered the 
successful commercial exploitation of academic research and invention”247
                                                            
244Accessed at 
.  Once 
again the pioneering role of Oxford is emphasized and in this case, how it has been 
“successful” in exploiting academic research and invention commercially.  Oxford 
hence positions itself as a “successful” leader in using research and invention in an 
entrepreneurial manner.  This is further corroborated when it is stated in the 
http://www.ox.ac.uk/enterprise/innovation/intellectual.html on 19 February 2010. 
245Information accessed from Oxford’s ‘Innovation: Intellectual Property’ - 
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narratives that “[Isis Innovation] is now the most successful university technology 
transfer company in the UK, filing, on average, one new patent a week”248
Besides Isis Innovation, Oxford also states in its narratives that “[m]ore 
than 60 Oxford spin-out companies have been formed”
.  
Through the emphasis on the number of patents filed in a week which inevitably 
generates employment and revenue in society, Oxford strengthens its claim as the 
“the most successful university technology transfer company in the UK”.  Such 
information is then promotional as Oxford constructs itself as a successful, 
entrepreneurial university.  
249.  The adverbial phrase 
“more than” serves to promotionally emphasize how entrepreneurial and successful 
Oxford is.  The entrepreneurial role of Oxford is further emphasized when it is said 
that “[t]he creation of these new spin-out companies benefits local economic 
development and has created many new jobs in the region”250
 
.  This certainly 
positions Oxford as an entrepreneurial institution as Oxford’s spin-out companies 
contribute to local economic growth and generate employment on a large scale, as 
indicated by the adverb “many” in “many new jobs”.  As such, not only does 
Oxford position itself as an entrepreneurial institution, it is also positions itself as 
being of “benefi[t]” to economies and societies at large. 
5.3.3.2 Oxford as Encouraging Enterprise 
Another way Oxford establishes itself as an enterprise is in how Oxford 
positions itself as committed to inculcating and supporting an entrepreneurial spirit 
by facilitating entrepreneurial activities.  The sublink “Encouraging enterprise”251










in the “Enterprise” link states that “Oxford University seeks to foster a culture of 
entrepreneurialism at all levels and within all disciplines”252
It is said in the narratives that “[t]he University has developed a vibrant 
market place that brings together inventors, researchers, venture capitalists, 
business angels and entrepreneurs”
.  Here it is conveyed 
through the verb “seeks” that Oxford aims and is committed to creating “a culture 
of entrepreneurialism” in the University.     
253
Oxford also highlights its physical facilities, the Begbroke Science Park 
that allows for the development and growth of businesses, where it is said “[h]igh-
tech start up companies and University entrepreneurs work alongside each other in 
an environment designed to encourage growth”
.  Oxford thus positions itself as a business 
center, by drawing on the neoliberal discourse to describe itself as a “vibrant 
market place” – a busy and exciting point of contact for “inventors, researchers, 
venture capitalists, business angels and entrepreneurs”.  Oxford hence positions 
itself as a venue and a catalyst for the establishment, creation and the development 
of business relationships between these groups of people where they can meet, 
initiate and embark on various business opportunities and arrangements. 
254
For example, it is stated in the narratives that  
.  The purpose of these facilities 
is clearly stated to “encourage growth” of business where “[u]niversity 
entrepreneurs” can work with “high-tech start up companies”.  The environment is 
said to be “designed” to encourage this business growth, suggesting that it is a 
conscious decision by Oxford to encourage enterprise.   
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Begbroke Science Park offers space for emerging science and 
technology companies to grow, close to the heart of the 
University.  In addition, the Centre for Innovation and Enterprise 
provides serviced office and laboratory accommodation for high-
tech start up companies, and the Institute of Advanced 
Technologies houses applied, interdisciplinary University 
research.  All of this activity is coordinated with the main science 
area255
 
 (italics my own).  
The verbs “offers”, “provides” and “houses” used in the above example when 
talking about the physical facilities available to situate companies, offices, 
laboratory and research by Oxford, positions Oxford as a facilitator and supporter 
of these business activities.  Oxford positions itself as supporting the growth of 
start-up companies especially “emerging” ones.  Oxford thus positions itself as 
encouraging enterprise.  What is noteworthy are the areas of business that Oxford 
seems especially interested and encouraging of.  The areas seem to be that of 
“science and technology” – areas which are deemed as significant and useful in 
this global economy as the facilities are said to support “science and technology 
companies” and “high-tech start-up companies”.  The emphasis on these areas is 
further highlighted when it is said that “[s]upport for newly established high-tech 
and science-based companies are a key feature of this [Begbroke Science Park]”256.  
Hence the Begbroke development is positioned as especially constructed to support 
such high-tech and science-based companies.  In fact it is said of the Oxford 
Science Park that it is “designed to encourage the formation and growth of 
innovative, knowledge-based companies ....”257
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kinds of companies that are pitched as essential in the global knowledge-based 
society.  The significance and the ideological implications of a focus on these areas 
will be discussed further in Chapter 7.   
 
5.3.3.3 Molding ‘Global’ Students 
It is said in the “Facts and Figures” sublink of the “About the University” 
link that “Oxford Entrepreneurs is the largest student entrepreneur society in the 
UK, with over 1,200 members, one in ten of whom are running their own 
companies”258
A facility that has been positioned as an avenue to mold and produce 
enterprising students is the Saïd Business School which is said to be “one of 
Europe’s newest and fastest growing business schools”
.  Oxford students are then pitched as being the most entrepreneurial 
within the UK as “the largest student entrepreneur society” is within Oxford and 
nearly 120 members “[run] their own companies”.  
259
doorway to the most entrepreneurial members and alumni of the 
University, and the 1,400 high-tech companies in and around 
Oxford.  It brings together practical teaching, seminars and 
networks to support entrepreneurs and high-growth 
companies




Through its education, training and environment, it is said “to support 
entrepreneurs and high-growth companies”, even the “most entrepreneurial 
members”.  Its MBA programs are said to “provide a fertile environment in which 
to foster entrepreneurial talent and create new businesses”261
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adjective “fertile” suggests the rich and fruitful environment for the development 
http://www.ox.ac.uk/about_the_university/facts_and_figures/index.html on 17 June 2008. 
259Information accessed from Oxford’s ‘Education and Training’ - 
http://www.ox.ac.uk/enterprise/education_and_training/index.html on 19 February 2010. 
260Information accessed from Oxford’s ‘Innovation: Encouraging Enterprise’ - 






of talent and new business dealings for future business growth – where Oxford 
develops this entrepreneurial talent and enables entrepreneurial activities.  In fact, 
evidence is provided through statistics as to how successful this approach of 
Oxford has been when it says that “[o]ne in ten MBA students sets up his or her 
own company on graduation”262
This business school is also touted by Oxford to have “created the best 
undergraduate programme in management and its one-year MBA is consistently 
ranked among the global top twenty”
. 
263.  The evidence of how highly it is ranked 
globally seems to establish its position globally – it is also said to “offer 
participants the opportunity to mix with other business leaders and to work with 
world experts to assess the changing context of global business”264 – where the 
focus seems to be on the ‘global’ business.  This school is pitched as providing 
students the avenue to interact with ‘global’ business and world experts to widen 
perspectives.  Hence it is said that the school is “dedicated to developing a new 
generation of business leaders and entrepreneurs and conducting research not only 
into the nature of business, but the connections between business and the wider 
world”265
The school is positioned as specially focused on “developing a new 
generation of business leaders and entrepreneurs”, presumably those who can 
function in the “context of global business” – hence creating a “new” breed of 
‘global’ business leaders and entrepreneurs to meet the demands of a global 
economy.  In this way I suggest that Oxford is molding and producing ‘global’ 
. 
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students as ‘global’ students are essentially those who are able to function 
successfully and survive the global economy.   
As such, the theme of entrepreneurship runs strongly through the narratives 
on Oxford’s website through the discursive emphasis on (i) Oxford as an 
enterprise, (ii) Oxford as encouraging enterprise and (iii) Oxford as molding and 
producing ‘global’ students.  In addition, the frequency of the use of certain lexis 
and phrases in the narratives of the website (as highlighted in the above examples) 
like “innovation”, “knowledge transfer”, “technology transfer”, “commercial spin-
outs”, “intellectual property policy”, “filing ... patent”, “entrepreneurs”, “high-tech 
employment” and “high-tech companies” all come together to position Oxford as 
an enterprising, entrepreneurial institution as such lexis and phrases belong to the 
semantic field of market economy and so are resonant of the neoliberal or business 
(market) discourse. 
 
5.3.4. Theme of Continuity 
In emphasizing the values of interconnectedness, excellence and 
entrepreneurship, there is a further level of emphasis on the tradition and continuity 
of these values that the university enjoys and prides itself on.  The Vice-Chancellor 
in his foreword in the ‘Annual Review 2006/2007’, highlights that “[w]hile a great 
deal changes, the University also takes strength from continuity, and from its 
history, collegiate structure and institutional values”266
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itself as ‘global’, by appealing to the core values of excellence, interconnectedness 
and entrepreneurship, strengthens this ‘global’ identity construction by this 
appealing to how it has traditionally been excellent, interconnected and 
enterprising and in fact, how it will continue to hold such values in the future.  So 
just like Harvard, this appeal to the tradition and continuity of these values also 
reinforces Oxford’s position as a ‘benchmark’ university.   
The marked theme “[a]s the oldest university in the English-speaking 
world” in “[a]s the oldest university in the English-speaking world, Oxford is a 
unique and historic institution”267 which appears in the introduction to the history 
of the institution emphasizes Oxford’s historic status in the world as the “oldest 
university in the English-speaking world”. The narratives constantly emphasize 
how historic the university is by emphasizing on dates which usually appear in 
thematic positions.  For example, it is said that “[i]n 1188, the historian, Gerald of 
Wales, gave a public reading to the assembled Oxford dons and in 1190 the arrival 
of Emo of Friesland, the first known overseas student, set in motion the 
University's tradition of international scholarly links”268
The university constantly makes reference to its past because of its rich 
history.  However, it also focuses on its present and how it can contribute to the 
future.  In this way there is a strong theme of continuity that runs through the 
narratives – specifically how the university has remained interconnected, excellent 
and entrepreneurial in the past, in the present and how it will remain so in the 
future.  I suggest that this theme of continuity serves to reinforce this identity of 
. 
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Oxford as an excellent, interconnected and entrepreneurial university – which in 
turn promotes it as a ‘global’ university in this age of globalization.   
 
5.3.4.1 Tradition of Interconnectedness   
As illustrated in 5.3.1, Oxford takes pride in itself as being interconnected 
with numerous alliances and partnerships of various forms.  There is also a sense 
of pride in it having been interconnected since the past as it is said that “... in 1190 
the arrival of Emo of Friesland, the first known overseas student, set in motion the 
University's tradition of international scholarly links”269
This is reiterated again when it is said that “[d]ecades before most 
universities became interested in international students, the Rhodes Scholarships 
started bringing talented international students to Oxford”
.  The description of Emo 
of Friesland as “the first known overseas student” acts as a presupposition to 
suggest that Emo may not even have been the first overseas student and that there 
may have been other international students arriving at Oxford even earlier than 
1190.  His arrival is pitched as “set[ting] in motion the University’s tradition of 
international scholarly links”.  The phrase “set in motion” suggests a sense of 
continuity in the university having links with international students – hence “the 
University’s tradition of international scholarly links”.  It is the case then that the 
university enjoys a tradition of being globally connected – hence making it a 
‘global’ institution.   
270
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marked theme “[d]ecades before most universities became interested in 
international students” highlights the pioneering role Oxford played in this near 
obsession by universities today to show how ‘global’ they are by focusing on how 
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interconnected they are through significance given to the number of international 
students they attract to their universities.  This highlights how international in 
focus or how ‘global’ in outlook Oxford has been for centuries and decades – once 
again strengthening its role as a ‘benchmark’ university. 
 
5.3.4.2 Tradition of Excellence 
As mentioned, not only does Oxford position itself as excellent in the 
present, it also positions itself as an institution that was excellent in the past and 
will be so in the future. 
The narratives on Oxford’s “About Oxford” link which provide a brief 
history to the university, position Oxford as an excellent institution from its very 
early days as it is said that “[l]ess than a century later, Oxford had achieved 
eminence above every other seat of learning, and won the praises of popes, kings 
and sages by virtue of its antiquity, curriculum, doctrine and privileges”271
There is also a focus on Oxford’s early achievements and contributions.  It 
is stated in the narratives that as early as 1355, Edward III “paid tribute to the 
.  The 
example highlights how Oxford positions itself as an excellent university even as 
early as the 13th century where the verbs “achieved” and “won” in the verb phrases 
“achieved eminence above every other seat of learning” and “won the praises of 
popes, kings and sages …” point to how successful the university was, how 
eminent it was in comparison to every other institution of learning at that time, 
winning the praises of those in highest authority, including “kings and sages” 
which point to how historic Oxford is.  The marked theme “[l]ess than a century 
later” also points to how quickly Oxford had progressed as an excellent institution.     
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University for its invaluable contribution to learning; he also commented on the 
services rendered to the state by distinguished Oxford graduates”272
Not only is there an emphasis on past glories and achievements, there is 
also a focus on benefiting the future.  There is an emphasis in the narratives of the 
“Annual Review 2006/2007” sublink that Oxford is conducting research to benefit 
future generations.  In presenting information about the UK Biobank, the headline 
in bold reads as “[h]ealth research now for the next generation”
.  The adjective 
“invaluable” used to describe the contribution to the generation of knowledge, 
highlights that the contribution was significant as “Edward III paid tribute to the 
University” for this.  Oxford’s students are also described as “distinguished” as 
early as 1335 – pointing to how they have long acquired the reputation of being 
excellent.   
273.  The 
adverb “now” is juxtaposed against the prepositional phrase “for the next 
generation” emphasizing that the present research conducted is to benefit future 
generations – where there is a focus on ‘the now for the future’.  In talking about 
the work that will be done by the UK Biobank, the narratives state that the aim 
would be “[h]elping future generations to prevent, diagnose and treat disease”274
Oxford also positions itself as continually contributing to the future by 
supporting and educating future leaders.  This is done for example through the 
Weidenfeld Leadership Programme and Scholarship Scheme which is established 
, 
where the focus is to help future generations.  The theme of continuity is 
emphasized as research is conducted now for the future.   
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for the purpose of “[s]upporting the leaders of tomorrow” 275.  This scheme is 
said to “provide financial support for leaders of tomorrow: postgraduate students 
who plan to return to their own countries in due course and play a significant role 
in public life either at home or internationally”276.  Oxford is thus playing a role in 
contributing to society in the future, by training and equipping leaders of 
tomorrow, not just for within the UK but globally.  In fact Lord Weidenfeld is 
quoted as saying that “Oxford University has a worldwide reputation for nurturing 
the leaders of the future ....”277.  Oxford is positioned as having a ‘global’ 
reputation for being a facilitator in helping future leaders.  Oxford’s Vice-
Chancellor, Dr John Hood, further reinforces Oxford’s role as a facilitator, helping 
to groom future leaders when he says that the Weidenfeld Scholarship “will help to 
ensure that Oxford continues to play a role in educating and shaping future 
leaders”278
 
.  Hence the role that Oxford plays in contributing to the future through 
educating and shaping students who are potentially future ‘global’ leaders is 
highlighted, therefore allowing Oxford to position itself as having a hand in the 
future as a ‘global’ player, playing along to its theme of ‘now for the future’.  This 
ability to influence the future not only locally but globally is only possible if 
Oxford itself is a leader – this then positions Oxford as an excellent institution. 
5.3.4.3 Tradition of Entrepreneurship 
Riding on its history as a university traditionally focused on “discovery and 
invention”, Oxford supports its positioning as an entrepreneurial university.  It is 
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said on the “Enterprise” link that “[d]rawing on an 800-year tradition of discovery 
and invention, modern Oxford leads the way in creating jobs, wealth, skills and 
innovation for the 21st century”279
  
.  The thematic positioning of the phrase 
“[d]rawing on an 800-year tradition of discovery and invention” emphasizes how 
long and strong this focus on discovery and invention has been within Oxford.  
This suggests that this history and tradition of Oxford has led and contributed to it 
being an entrepreneurial institution that is actively contributing to the economy in 
present times.   
5.4 Conclusion 
How Oxford constructs itself as a ‘global’ institution by appealing to the 
core values of (i) interconnectedness, (ii) excellence, (iii) entrepreneurship and (iv) 
the theme of continuity has been presented in this chapter.  I suggested that these 
core values were appealed to by employing the discursive strategies of emphasis on 
(i) alliances and the international nature of Oxford’s members, (ii) the caliber of 
Oxford’s members, Oxford’s research achievements and contributions and 
Oxford’s ‘global’ and local rankings (iii) Oxford’s role as an enterprise, Oxford as 
encouraging enterprise and the molding of ‘global’ students and (iv) the tradition 
of interconnectedness, the tradition of excellence and the tradition of 
entrepreneurship respectively.   
Both Chapters 4 and 5 have looked at how the ‘benchmark’ universities of 
Harvard and Oxford construct for themselves ‘global’ identities by appealing to the 
identified core values through the respective identified discursive strategies.  
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Chapters 5 and 6 examine how another two universities, the NUS and SNU, 
identified as ‘emerging’ universities go about constructing ‘global’ identities.  I 
suggest that the core values appealed to are largely similar except for the appealing 



























THE EMERGING UNIVERSITIES (PART I): NATIONAL UNIVERSITY 
OF SINGAPORE 
 
6.1 General Introduction to Chapters 6 and 7 
Chapters 6 and 7 study the ‘emerging’ universities of NUS and SNU 
respectively in how they construct and brand themselves.  I suggest that these 
selected ‘emerging’ universities deliberately and explicitly construct themselves as 
‘global’ universities, perhaps in a bid to join the ranks of ‘benchmark’ universities.  
These chapters analyze how these ‘emerging’ universities brand themselves as 
‘global’ and specifically, what discursive strategies are employed by these 
universities in this ‘global’ branding exercise. 
 
6.2 Introduction   
NUS is clearly preoccupied with being recognized as being ‘global’.  One 
needs only to study NUS’ website280 to discover this preoccupation NUS has in 
positioning itself as a ‘global’ institution.  A look at the NUS homepage on 6 
February 2009 shows NUS positioning itself as “A Leading Global University in 
Asia”281
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(presumably) NUS students who are internationally and racially diverse to depict 
the ‘global’ nature of the university (see Image 3).   
http://www.nus.edu.sg/ on 6 February 2009. 






Image 3: NUS’ homepage (accessed  6 February 2009 ) 
Interestingly, just about a year and a half earlier than February 2009, NUS 
had positioned itself as “Singapore’s Global University”282
The website further reveals this emphasis on the construction of a ‘global’ 
identity.  In his speech during his welcome lunch on 8 January 2009, the NUS 
 on its website, which 
was accessed on 18 July 2007.  There has been a transition in the positioning NUS 
has taken – from ‘Singapore’s Global University’ to ‘A Leading Global University 
in Asia’ – pointing to an elevation in status from a positioning within the country 
to within the region.  In fact, there is a presumption made in the narratives on the 
NUS website that NUS is already a ‘global’ university – where it is said that NUS 
is now “well poised to make the leap to become [not just a global but] a leading 
global university” (as said by the President of NUS, Tan Chorh Chuan, in his State 
of the University Address on 10 October 2008).  Whatever the case, it is clear that 
being a ‘global’ university is paramount in NUS’s branding strategy.   
                                                            





President, Tan Chorh Chuan focuses on NUS’s positioning as a leading ‘global’ 
university in Asia283.  There are numerous references to NUS as a “global 
university” where for example he says that “[i]n the past 2 decades, NUS has made 
a remarkable ascent as a global university” and that he believes that “NUS can be a 
leading global university”.  The President also introduces the latest Vision and 
Mission statements during this speech – where once again, the NUS Vision 
statement, “Towards A Global Knowledge Enterprise; A leading global university, 
centred in Asia, influencing the future”284 stresses the ‘global’ identity of the 
university.  Under the “NUS identity”285 sublink, it is said that NUS’ latest 
corporate identity unveiled in July 2001 “was launched to create stronger name 
recognition for the University in its growth as a leading university in the global 
arena”286.  NUS thus aims to brand itself with this identity locally and 
internationally as the university states that “[a]s NUS globalises, it is vital that a 
co-ordinated and unified image is projected.  Consistent application of the new 
identity system across the University will strengthen brand name recognition both 
at home and abroad”287.  It is hence clear that the brand NUS aims to establish and 
bestow upon itself is that of being a ‘global’ institution.  In fact, NUS claims in the 
“Global”288 link on its website that it “strives to be outward-looking and globally-
connected in its pursuit of becoming a leading global university”289
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ultimate status of “a leading global university” as communicated through the verb 
“strives” and the noun “pursuit”.  To achieve this status, the value of being 
“globally-connected” and hence being interconnected, is stressed upon.   
So it is evident that being ‘global’ is key to NUS’ identity, with NUS 
constantly reiterating its ‘global’ nature and its ‘global’ preoccupations as indicated 
by the above examples.  Repeated lexical use of the word ‘global’ as an adjectival 
premodifier in various collocations when describing or talking about NUS, as in, 
“global university”, “global knowledge enterprise”, “global arena”, “globally-
connected” and so forth, highlight this ‘global’ identity construction by NUS.  
There is here the phenomenon of overlexicalisation (of the term ‘global’) which the 
repetition or “large concentration of inter-related terms occur[ing] together as an 
expression of a fundamental preoccupation of the given discourse” (Fowler et al. 
1979, as cited in Flowerdew 1997: 467) – the preoccupation here being with that of 
the ‘global’ theme.   
I propose that besides overtly referring to itself as ‘global’ through its 
website, more importantly, NUS validates and substantiates this branding of a 
‘global’ university by appealing discursively to three main core values  – the core 
values of (i) interconnectedness, (ii) excellence and (iii) entrepreneurship.  The 
introduction to NUS on the International Relations Office (IRO) website which is 
the office overseeing the global relations, activities and programs of NUS says, 
[t]he National University of Singapore (NUS) is a multi-campus 
university of global standing, with distinctive strengths in 
education and research and an entrepreneurial dimension.  It 
offers a comprehensive range of disciplines ranging from 
architecture to medicine to music.  The NUS student community 
comprises a cosmopolitan mix of over 32,000 students from 88 
countries, contributing to a vibrant and thriving campus life290
 
.  
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This introduction to NUS reveals NUS’ preoccupations which are 
interconnectedness, excellence and entrepreneurship.  The excellence of NUS is 
emphasized with the mention of its “global standing” and its “distinctive strengths 
in education and research”.  The interconnectedness of NUS is emphasized through 
the “cosmopolitan mix” of its students hailing “from 88 countries” where this 
highlights the international and multicultural nature of its students.  The 
entrepreneurship of NUS is emphasized through the mention of the 
“entrepreneurial dimension” of NUS.   
As I have suggested in Chapter 1, these values of interconnectedness, 
excellence and entrepreneurship are deemed essential in a globalizing world – 
values that are critical for the making of a ‘global’ university.  These three core 
values are realized through NUS' discursive strategies of emphasis on (i) alliances, 
(ii) research achievements and contributions, ‘global’ ranking positions and awards 
and (iii) the role of the university as an enterprising institution respectively.  These 
strategies are largely promotional in nature as they ‘advertise’ and brand NUS as 
an institution that is (i) interconnected, (ii) excellent and (iii) has an enterprising 
spirit.  These values contribute to NUS’ positioning as a worthy ‘global’ player in 
the market of higher education.   
As mentioned in Chapters 4 and 5, a detailed textual analysis of these 
discursive strategies will reveal how these core values are promoted and 
highlighted by the university.  The appealing to these core values in turn constructs 
and brands the university as ‘global’.  Similar to Chapters 4 and 5, before I go on 
to a detailed textual analysis to underscore how these core values of 
interconnectedness, excellence and entrepreneurship are expressed, I first analyze 







6.3 Analysis: Discourse Practice (Interdiscursivity) 
As mentioned previously, the main aim of the analysis of interdiscursivity 
is to uncover discursive elements of promotion and enterprise within the 
informational-giving genre that is traditionally linked to university websites.  
I argue that the discursive practices drawn upon by the “About NUS”291, 
“Global”292 and “Enterprise”293
As with the analyses of the Harvard and Oxford data, I suggest that the 
identified discursive strategies inbuilt into the informational-giving genre of the 
identified NUS links, are largely promotional and entrepreneurial in nature.  In this 
 links on the NUS website – links which I find 
relevant in constructing NUS’ ‘global’ identity – are manifold in nature where 
information-giving, promotional and entrepreneurial practices are used.  On the 
surface, these links seem to function like the traditional information-giving genre, 
merely providing information about the university to audiences where the (i) 
“About NUS” link mainly gives background information about the university by 
providing the history of the university, providing information on the university’s 
achievements, successes and the university’s partnerships, (ii) the “Global” link 
provides information on NUS’ affiliations on an international platform – on its 
various collaborations and alliances with international institutions and 
organizations, its numerous programs that allow for NUS students to have overseas 
exposure and so forth and (iii) the “Enterprise” link highlights the entrepreneurial 
dimension of NUS through its various partnerships with the business community 
and so forth.   
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way, the discursive strategies then play a part in branding NUS as a ‘global’ 
institution.  The data in the website is then interdiscursively complex with the 
intermingling of elements of the traditional information-giving genre, the 
promotional genre and the enterprising genre.  This hybrid genre also carries 
diverse informational-giving, promotional and entrepreneurial discourses.  The key 
function of the links is then promotional, rather than information-giving.   
However, in analyzing the discursive practices of the website, I only focus 
on the “About NUS” link because as mentioned earlier, this is the constant link 
across all the universities’ websites.  I draw on the “Global” and “Enterprise” links 
in doing a detailed textual analysis of the data. 
I now present a content and structural analysis of the “About NUS” link to 
show how it is a hybrid genre, carrying hybrid discourses with promotion as its 
main communicative function.  In presenting the content and structural analysis, I 
also focus on the perceived target audience and their perceived reception of the 
data. 
The content and structure of the “About NUS” link (accessed on 6 February 
2009) is as follows: 
 
 About NUS 
• Overview 
• Vision, Mission & Strategy 
• NUS Structure 
o NUS Board of Trustees 
o NUS Management 
o University Administration 
o Faculties & Schools 





o Affiliated Organisations 
• Corporate Info 
o History 
o Facts & Figures 
o NUS Identity 
o Statutes and Regulations 
o State of the University Address 
• Publications 
o Annual Report 
o Annual Research Report 
o Knowledge Enterprise 
• Getting Around 
o Campus Map 
 
The content of the “About NUS” link (together with its various sublinks as 
laid out above) is largely to provide information to similarly identified audiences as 
for Harvard and Oxford, which are, potential students and staff, current students 
and staff, other universities (for collaborative or competitive purposes) and 
potential business partners and sponsors.  I study some of the sublinks in how the 
information provided is ultimately promotional in nature.   
In the “Overview” sublink294, there is an invitation to readers to “discover” 
the university as in “[w]e invite you to explore the NUS web and discover how the 
University is striving to excel globally with new initiatives in education, research 
and enterprise”295
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.  This invitation is put forth using the first person plural 
pronoun, “we”, where NUS is personified as an inviting agent.  Readers are 
individually addressed through the use of the second person pronoun “you”.  As 
mentioned in Chapters 4 and 5, this kind of personalization of discourse is not 






typically an element of the information-giving genre where there is a preference for 
the impersonal voice to be used in order to sound objective.  As such, there is 
already a hint at the hybrid nature of this “About NUS” link where, on the one 
hand, the communicative function seems to be to provide information to audience 
and on the other hand, there is another communicative function, that is, to invite 
audiences to “discover” the university in order to promote the university with the 
use of the personal voice, as typically used in the commodity advertising genre.  
However, it is to be noted that this use of the personal voice is a rare occurrence in 
the “About NUS” link – nevertheless, how the information is structured and 
provided, tends to make the link promotional. 
The vision, mission and strategy of the university set out the kind of 
institution the university is and what it does and hopes to do.  This information can 
be argued to be essential in promoting the university – future students and staff 
interested in the university would want to know the kind of institution the 
university is and projects to be.  The self-promotional claims used in the vision, 
mission and strategy statements carry promotional linguistic features – carrying 
elements from the prestige or corporate advertising genre.  There is an emphasis on 
highly positive adjectives to describe the university, its people and environment.  
For example, it is described as “a leading global university centred in Asia, 
influencing the future”296 (italics my own).  Its vision is that it “will be a globally-
oriented university” which “aspires to be a bold and dynamic community”297
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global citizens in diverse setting”298 (italics my own).  NUS also positions itself in 
its strategy as setting out to attract and retain the “best quality people” and “the 
best students”299 (italics my own).  NUS thus positions itself as aiming to mold 
graduates who will be ready to face the globalizing world and be able to survive 
and function in the global economy - hence drawing on the entrepreneurial genre.  
In terms of the kind of environment that it offers, NUS positions itself as providing 
“high quality educational experience” with a focus on “high impact research” that 
injects “a spirit of enterprise into education and research”300 (italics my own).  
These linguistic choices (in italics) serve to promote the university as a highly 
dynamic, globally-oriented institution with an entrepreneurial focus.  In stressing 
that NUS is also out to “adopt and adapt best practice governance and 
management”301
While on the one hand, the information given under ‘NUS Structure’ seems 
to be to merely provide information on the organizational structure of the 
university in terms of the management, the kinds of faculties, schools, research 
centers/institutes and the affiliations it has, on the other hand, I suggest that such 
information is also promotional in nature as this is precisely the kinds of 
information future students, staff and even prospective business partners require in 
, NUS also positions itself as a business organization through the 
use of such adjectives and noun phrases that are borrowed from the discourse of 
(educational) management (Fairclough 1995a: 144).  As such the provision of the 
vision, mission and strategy statements are essentially promotional in nature in 
constructing the institution as a business organization and an ideal ‘global’ 
institution to be part of. 









order to make a deliberated decision on being part of the institution.  Prospective 
students, staff and business partners would want to know who is in the 
management, what kinds of programs the university offers, what kinds of research 
opportunities it has and so forth.  When one goes into the “Research 
Centres/Institutes” sublink302, one can read about NUS’ “research highlights” and 
learn more about NUS’ research programs that are described as “world-leading”303
Background information to NUS is provided under ‘Corporate Info’, 
specifically in the “History”
.  
Such a description of the kinds of research programs run at NUS is clearly 
promotional as in turn, NUS positions itself as “world-leading” in itself.  In this 
way, the information provided on the “NUS Structure” sublink is promotional in 
that such information serves to distinguish the university from other universities. 
304 and the “Facts & Figures”305
Hence it is clear that the “About NUS” link carries three voices – the 
information-giving voice, the promotional voice and the entrepreneurial voice 
deriving from the corresponding discourses.  These voices contribute to the 
 sublinks.  I suggest 
that these sublinks serve importantly to construct the identity of NUS – in fact, I 
derive much of my data for analysis from these sublinks.  These sublinks highlight 
NUS’ developments, research achievements, partnerships and so forth – serving to 
promote NUS’ successes.  As my textual analysis below will show, this 
information provided is far from being objectively presented, as the information 
provided is highly promotional in highlighting the positive aspects of these 
developments and so forth.   
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structuring of the “About NUS” link as an interdiscursively complex discursive 
type – a hybrid genre carrying hybrid discourses. 
As mentioned in earlier chapters, a complex interdiscursive mix also entails 
complex interpersonal meanings.  As such, the active identity construction of NUS 
as a ‘global’ institution, arising from the hybrid interdiscursive mix of the data, 
will be examined through a detailed textual analysis of the data in NUS’ website. 
 
6.4 Analysis: Textual Practice  
How NUS constructs its ‘global’ identity in the narratives on the “About 
NUS”, “Global” and “Enterprise” links, by appealing to the core values of 
interconnectedness, excellence and entrepreneurship through the discursive 
strategies identified in Section 5.2, is analyzed below. 
 
6.4.1 Core Value of Interconnectedness 
The core value of interconnectedness is illustrated in NUS’ website through 
the discursive strategy of emphasis on (i) alliances.  Through this discursive 
strategy, there is a focus on the core value of interconnectedness.   
 
6.4.1.1 Alliances 
There is a strong focus in the narratives on NUS’ website on NUS’ numerous 
alliances with other institutions.  For example, the homepage of the “Global” link 
provides “highlights”306
• Association of Pacific Rim Universities (APRU) 
 on NUS’ various connections with numerous institutions.  
Some examples are as follows: 
                                                            





APRU is a trans-Pacific consortium of 36 leading research universities 
from 16 economies. 
• Global Enterprise for Micro-Mechanics and Molecular Medicine (GEM4) 
GEM4 is an international partnership of 10 major institutions worldwide 
which aims to address significant problems in the areas of engineering, life 
sciences, medicine and public health on a global scale. 
• International Alliance of Research Universities (IARU) 
The IARU is an alliance of 10 of the world’s leading research universities, 
which share a global vision, similar values and deep commitment to 
educate future world leaders. 
• Shanghai, Seoul, S’pore University Alliance (S3UA) 
S3UA is a partnership between NUS, Korea University and Fudan 
University to jointly conduct globally-oriented education and research 
programmes, with a significant focus on Asia. 
• Universitas 21 (U21) 
U21 is an international network of research-intensive universities that aims 
to facilitate collaboration and cooperation between the member universities 
and to create entrepreneurial opportunities for them. 307
This “global” perspective is thus strongly emphasized through NUS’ alliances and 
its various programs.  There is the repeated reference to alliances being 
international in nature – where, for example, alliances are described as 
“worldwide”, “international” and comprising of “10 of the world’s leading 
universities”.  The activities, programs and research conducted by these alliances 
are also pitched as being ‘global’ in nature.  They address problems on a “global 
 
                                                            





scale”, “educate future world leaders” and “conduct globally-oriented education 
and research programmes”.  Hence this focus on the “global” through references to 
such adjectives such as “global”, “world” and “globally-oriented” serves to 
emphasize the ‘global’ nature of NUS.  The repeated near-synonyms in the above 
examples, describing NUS’ reach such as the formation of global “alliance[s]”, 
“consortium[s]”, “network[s”, “partnership[s]” and “cooperation” emphasize  
NUS’ interconnectedness. 
In the narratives on the establishment of alliances by NUS with other 
bodies where the core value of interconnectedness is highlighted, I have identified 
a focus on two aspects - firstly, who the partners are and secondly, what the 
significance of the alliances is.  Hence there is a focus on who the university values 
interconnection with and what the value of the interconnection is.  I argue that 
while these aspects provide rich information on the alliances that NUS has built, 
both aspects are primarily promotional in nature, highlighting the core value of 
interconnectedness.   
I suggest that the lexis used in describing the kinds of alliances NUS 
establishes are essentially promotional in nature and through lexical repetition, the 
theme of prestige is co-constructed.  A study of the lexis used to describe the 
institutions and organizations NUS allies itself with reveals the importance of these 
partners being of a certain caliber.  As mentioned in Chapter 1, Podolny (2005) 
suggests that tie-ups between actors allow third parties to infer about the status or 
the qualities of the actors involved in the tie-ups.  It is not surprising then that NUS 
would aim to partner or associate itself with not only reputable and prestigious 
institutions and organizations, but also with prominent individuals in order to 





the offices related to this establishment of NUS as a ‘global’ institution is the IRO 
– which is set to “facilitat[e] the development of external relations with established 
partners and collaborators around the world”308.  There is hence the focus on the 
establishment of “external relations” and these relations are to be forged with not 
just any external party but with “established” international partners and 
collaborators.  The Director of IRO in her message states that the IRO “forges 
partnerships with premier institutions around the world to enhance NUS’ standing 
as a world-class institution”309 – where there is a presumption that NUS is already 
considered as a “world-class institution” and by partnering with “premier”, 
international institutions, NUS’ status will be enhanced.  These partners are said to 
be “higher education leaders from all over the world, from whom we imbibe 
international standards and best practices in order to foster a sustained culture of 
excellence on [NUS’] own campus”310
It is said on the “Global” link that NUS is “a member of global consortia 
that leverage on member universities’ diverse and distinctive strengths for 
excellence in education and research”
.  There is a sense that by partnering with 
these premier institutions which are leaders in education around the world, NUS is 
able to enjoy, draw and share the international practices and best practices that 
these leading premier institutions have in order to establish a level of excellence.   
311
                                                            
308Information accessed from NUS’ ‘International Relations Office: About Us’ -  
.  There is a presupposition here that NUS 
itself has “diverse and distinctive strengths” – where all these member institutions 
tap on each others’ strengths in their pursuit of excellence.  For example, it is 
claimed that the IARU is an alliance of universities “which share a global vision, 
http://www.nus.edu.sg/iro/aboutus/index.html on 28 July 2009. 
309Information accessed from NUS’ ‘International Relations Office: Director’s Message’ -  
http://www.nus.edu.sg/iro/aboutus/directormsg.html on 28 July 2009. 
310ibid. 





similar values and deep commitment to educate future world leaders”312
So based on the above examples, in which NUS is said to partner “leading 
research universities”, “major institutions worldwide”, “10 of the world’s leading 
research universities” and “research-intensive universities” – the preponderance of 
positive adjectives like “leading”, “major”, “world’s leading” and “research-
intensive” used to describe the universities NUS partners with, allows NUS to 
make implicit self-promotional claims in that NUS is itself a “leading”, “major” 
and “world leading” university by virtue of being in alliance with such institutions 
and being in the same league as such institutions.  Therefore a theme of prestige is 
constructed as the implication is that, by being worthy of partnering such bodies, 
NUS is of similar standing and qualities.   
.  Here 
there is an emphasis on how the universities in the alliance “share” and thus have 
similar visions, values and goals.  NUS is thus seeking to “being recognized as 
taking on a certain [aspired] identity or role” (Gee 2005: 11) by allying itself with 
such institutions.   
There are also mentions of various other alliances with reputable and 
prestigious institutions and organizations.  The “Global Partnerships”313
                                                            
312ibid. 
 sublink in 
the “Global” link elaborates on NUS’ ‘International Collaborations in Teaching 
and Research’.  This sublink provides a list of the ‘Research and Teaching 
Institutes’ NUS collaborates with which include international institutions like that 
of Duke University, Harvard University, Massachusetts Institute of Technology 
(MIT) and the Peabody Institute, John Hopkins University.  The collaborations 
arising are the Duke-NUS Graduate Medical School Singapore, Lee Kuan Yew 
School of Public Policy, Singapore-MIT alliance and the Yong Siew Toh 





Conservatory of Music respectively.  Although there are no elaborations on these 
partnerships on the “Global Partnerships” sublink unless one goes deeper into each 
collaboration homepage, there is an implicit prestige factor communicated as the 
international institutions (which are mainly American) listed on the website are 
widely known to be reputable, frequently ranking high within university rankings.  
For example, institutes like Duke University, Harvard University, MIT and the 
Peabody Institute ranked 13th, 1st , 9th and 13th respectively on the Times rankings 
2008314 out of over 500 universities ranked worldwide.  There are no explicit 
descriptions of these institutions and organizations as these are typically 
presupposed to be of high prestige.  When there is information on forming an 
alliance with perhaps a less known university, there is a tendency to provide 
additional information about the university.  For example, in highlighting the 
Memorandum of Understanding that was signed between NUS and Stockholm 
University (SU), there was additional information provided on the status of SU – as 
“a state university in Sweden with four faculties in humanities, science, law and 
social sciences, and boasts of four Nobel Laureates”315
                                                            
314Information accessed from the Times Higher Education-QS World University  
.  I suggest that the lack of 
description of the universities mentioned earlier, points to a presumed joint 
understanding between producer and receiver of the narratives of the status and 
caliber of these universities and by being part of this ‘global’ alliance, NUS 
positions itself as a ‘global’ university.  What is of significance here is that “a 
premium is placed on [NUS’] connectedness to the elite” (Thurlow and Jaworski 
2003: 591).   
Rankings - http://www.timeshighereducation.co.uk/. (for the years 2004 - 2009) on 8 June 2009. 
315Information accessed from NUS’ ‘Milestones 2007’ - 





NUS aims to benefit from some of the status or reputation enjoyed by these 
universities by linking itself to them, and so selling itself as such an institution.  
The data which gives information on NUS’ alliances with highly reputable and 
prestigious institutions, draws on elements from the genre of prestige advertising 
by appealing to the prestigious nature of the allies and hence, positioning NUS in 
turn, as a prestigious and specifically in this case, as a ‘global’ university like the 
‘global’ nature of the allies.  Hence, this information on NUS’ alliances really has 
the function of promoting NUS as a prestigious, top, ‘global’ university in itself, 
drawing upon elements of the genre of prestige advertising where self-promotional 
claims (in this case, implicit self-promotional claims) are a feature of this 
advertising genre.   
Through the establishment of these interconnections, there is much 
emphasis on the contributions these alliances and associations make to the local, 
regional and global environments, specifically NUS’ contributions.  
The significance of the alliances and associations are typically signaled 
explicitly through complex verbal groups like ‘aim to X’ where X points to the 
verb describing the contribution.  Such complex verbal groups explicitly serve to 
highlight and promote the aim of the alliances and associations.  For example, it is 
said that the APAIE “aims to achieve greater cooperation amongst institutions of 
higher learning in the Asia Pacific and to promote international programs, 
activities, and exchanges for the advancement of the region”316
                                                            
316Information accessed from NUS’ ‘Global’ - 
 (italics my own).  
There is a focus on the “cooperation” amongst universities in ASEAN “to 
promote” programs, activities and research “for the advancement of the region”.  
Not only is there a regional focus, there is also a focus on contributing globally 





where for example, it is said that the APRU World Institute is “an institute of 
advanced studies that aims to gather outstanding researchers from around the 
world to engage in multi-disciplinary research on issues of global importance”317 
(italics my own).  Another example is that of the GEM4 which “aims to address 
significant problems in the areas of engineering, life sciences, medicine and public 
health on a global scale”318.  The research conducted and the problems addressed 
by the alliances highlighted directly above are described as being of “global 
importance” and impacting on a “global scale”.  There is hence a focus on the 
‘global’ context – addressing research and problems at the ‘global’ level.  As 
mentioned earlier, the IARU is also said to “share a global vision, similar values 
and deep commitment to educate future world leaders”319
As such, I suggest that the discursive strategy of emphasis on alliances in 
NUS’ website strongly appeals to the core value of interconnectedness – hence 
contributing to the construction of NUS as a ‘global’ institution through its 
interconnectedness and the contributions arising out of that interconnectedness.  
.  Here, there is a focus 
on grooming world or ‘global’’ leaders where these leaders function on the ‘global’ 
stage.  I suggest that these contributions on a ‘global’ level in turn allow NUS to 
prescribe for itself a ‘global’ identity as these contributions suggest that NUS is 




                                                            
317Information accessed from NUS’ ‘Milestones 2006’ - 
http://www.nus.edu.sg/aboutus/milestones/2006.php on 6 February 2009. 






6.4.2 Core Value of Excellence 
As mentioned earlier, I argue that there is a focus on the core value of 
excellence in the narratives through the discursive strategies of emphasis on (i) 
NUS’ research achievements and contributions and (ii) its ‘global’ rankings and its 
awards, to position NUS as a ‘global’ university.    
 
6.4.2.1 NUS’ Research Achievements and Contributions 
There is an emphasis on NUS’ research achievements and contributions in 
the narratives on NUS’ website as research produces and contributes to knowledge 
where knowledge is deemed to be “the key factor in a competitive global economy 
network of communication and learning” (Robb and Bullen 2004: 7).  The research 
achievements and contributions allow NUS to be competitively and distinctively 
positioned amongst other HEIs.  The narratives are in the typical information-
giving mode as the narratives that focus on NUS’ research achievements and 
contributions are in declarative clauses with the topics or themes frequently as the 
departments or centers in NUS that have attained these research achievements.  
However such provision of information can also have a promotional stance as in 
repeating the name of the institution or its related departments and centers, the 
brand name of the institution is highlighted and made significant.  In fact, Jefkins 
(1994) suggests that one of the main rules of copywriting in advertising is the 
repetition of the name or brand name of organizations.    
There is constant reference to NUS being ‘the first’ in terms of accomplishing 
certain kinds of research at the local, regional and global levels – both in terms of it 
being the first in a race to accomplish research and in it being a pioneer in 





being ‘the first’ in accomplishing certain research as in the following examples 
(italics my own): 
• [t]he Institute of Microelectronics [at NUS] was set up in September to 
spearhead strategic research and development in microelectronics 
engineering, the first of its kind in Singapore320
• [two lecturers in the Electrical Engineering Department] were the first in 
Singapore, and possibly in Southeast Asia, to do so [in fabricating a semi-
conductor laser]
  and  
321
At the regional level, examples include the following: 
.   
• [t]he University was the first among the tertiary institutions in the region to 
conduct a remote lecture from the University of Minnesota in US, using the 
latest video-conferencing technology…322
At the global level, examples include the following: 
 and  
• [t]he world’s first successful microinjection pregnancy was carried out by 
the Department of Obstetrics & Gynaecology…323
•  [m]edical researchers scored a world first in growing embryonic stem cells 
which can be used safely in patients to treat diseases like cancer and 
diabetes
 and   
324
Besides constant reference to being ‘the first’ in research achievements, 
there is also the repetitive use of certain verbs and verb phrases in the following 
examples (which are italicized), which again indicate NUS’ position as a front 
. 
                                                            
320Information accessed from NUS’ ‘Milestones 1990’ - 
http://www.nus.edu.sg/aboutus/milestones/1990.php#1 on 6 February 2009. 
321Information accessed from NUS’ ‘Milestones 1986’ - 
http://www.nus.edu.sg/aboutus/milestones/1980.php#5 on 6 February 2009. 
322Information accessed from NUS’ ‘Milestones 1992’ -  
http://www.nus.edu.sg/aboutus/milestones/1992.php#2 on 6 February 2009. 
323Information accessed from NUS’ ‘Milestones 1998’ - 
http://www.nus.edu.sg/aboutus/milestones/1998.php on 6 February 2009. 
324Information accessed from NUS’ ‘Milestones 2002’ - 





runner in research and innovations.  For example, it is said in the NUS website that 
the NUS Graduate School for Integrative Sciences and Engineering was also set up 
“to spearhead trans-disciplinary graduate education and research in science, 
engineering and medicine”325, “[t]he launch of ChiLINC (Chinese Library’s online 
public access catalogue) on 6 May placed the NUS Library at the forefront of 
providing computerised Chinese language bibliographic data in Singapore”326 and 
“NUS library took the lead amongst local libraries to install INNOPAC, a library 
automated system …”327
A study of the narratives reveals that the kinds of research achievements 
highlighted and privileged on the NUS website are typically in the areas of 
technology, medicine, science and engineering – areas of disciplines that, I have 
suggested earlier, are valued in a globalizing world.  Making breakthroughs and 
.  The verbs and verb phrases “to spearhead”, “placed … 
at the forefront” and “took the lead” highlighted in the examples above, also 
emphasize NUS’ achievement in being ‘the first’ in various research areas.  From 
the examples, it is seen that NUS positions itself as being ‘the first’ at different 
levels – at the local level (within Singapore), at the regional level (Asia) and the 
world.  This positioning of NUS as being ‘the first’ not only locally but in the 
region and in the world, grants NUS worthy an identity of being a ‘global’ player 
in the ‘global’ academic market.  This establishes NUS’ position as a frontrunner 
in a ‘global’ competition between institutions in making research breakthroughs or 
in achieving certain academic standards.  NUS thus positions itself as a leader 
amongst institutions due to its excellence.   
                                                            
325Information accessed from NUS’ ‘Milestones 2003’ - 
http://www.nus.edu.sg/aboutus/milestones/2003.php on 6 February 2009. 
326Information accessed from NUS’ ‘Milestones 1996’ - 
http://www.nus.edu.sg/aboutus/milestones/1996.php on 6 February 2009. 
327Information accessed from NUS’ ‘Milestones 1997’ - 





spearheading research in areas that mark globalization once again positions NUS 
as worthy of being a ‘global’ player in the ‘global’ academic market and enables 
NUS to construct for itself and its community a ‘global’ identity.   
The areas of research that are focused on are also positioned as niche and 
specialized which are of interest to other researchers locally, regionally and 
globally.  For example, it is stated that the Department of Obstetrics & 
Gynaecology’s “active in-vitro fertilization programme … attracted researchers 
from all over the world”328
There are also various references to (italics my own) 
 (italics my own).    
• spearheading “strategic research and development”329
• using “latest video-conferencing technology”
 in areas like 
microelectronics,  
330
• spearheading “state-of-the-art  bioinformatic tools”
 to connect NUS and 
overseas institutions like the University of Minnesota,  
331
• conducting “leading-edge maritime research”
,  
332
• spearheading application of “niche research in biotechnology, medicine, 
information and communications and engineering sciences”
 and  
333
                                                            
328Information accessed from NUS’ ‘Milestones 1982’ -  
. 
http://www.nus.edu.sg/aboutus/milestones/1980.php#2  on 6 February 2009. 
329Information accessed from NUS’ ‘Milestones 1990’ - 
http://www.nus.edu.sg/aboutus/milestones/1990.php#1 on 6 February 2009. 
330Information accessed from NUS’ ‘Milestones 1992’ -  
http://www.nus.edu.sg/aboutus/milestones/1992.php#2 on 6 February 2009. 
331Information accessed from NUS’ ‘Milestones 1997’ - 
http://www.nus.edu.sg/aboutus/milestones/1997.php on 6 February 2009. 
332Information accessed from NUS’ ‘Milestones 2004’ - 
http://www.nus.edu.sg/aboutus/milestones/2004.php on 6 February 2009.  
333Information accessed from NUS’ ‘Milestones 2002’ - 





The kinds of research done by NUS are described as “strategic”, “latest”, “state-of-
the-art”, “leading-edge” and “niche” that possibly “attract[t] researchers from all 
over the world”.  The use of such lexical choices and phrases construct the research 
done at NUS as modern, innovative and specialized which is of interest to the 
world.  This positions NUS as a modern, progressive and excellent institution - 
characteristics that are perhaps deemed essential in a university to function 
effectively and successfully in a globalizing world. 
There is also much emphasis in the narratives on the benefits derived from 
such research achievements and spearheaded initiatives.  Certain textual features 
are used in the narratives to highlight NUS’ contributions at the local, regional and 
global levels.  The choice of verbs and adverbs used in the narratives to 
communicate the outcomes of such initiatives emphasizes the benefits that arise 
out of these.  For example, it is stated that the semi-conductor laser fabricated by 
the Electrical Engineering Department is “widely used in fibre optic 
communications systems, medical application for bioregulation and in such 
applications …”334
                                                            
334Information accessed from NUS’ ‘Milestones 1986’ - 
.  The adverb “widely” used together with the verb “used” 
emphasizes the value in developing such a laser.  It emphasizes NUS’ role in 
contributing to the development of a much demanded product at the local, regional 
and ‘global’ levels.  There is also the use of verbs like “allowed” and “enabled” 
which have an inherent ‘to assist’ quality in them by NUS when communicating 
about NUS’ contributions - as when communicating about the technique called 
Micro-Insemination Sperm Transfer (Mist) used by the Department of Obstetrics & 
Gynaecology which “allowed men with extremely low sperm count to father their 





own children”335 and when communicating how the INNOPAC, a library 
automated system “enabled users to search for books using Chinese 
characters…”336
It is also stated that the setting up of the Bioinformatics Center would 
“provide bioinformatics services to the biotech industry in Singapore”
.  The use of such verbs in the passive form highlights that 
someone was assisted to do something.  In this case, NUS is constructed as the 
‘helper’, an active agent, who assisted in the first instance “men with extremely 
low sperm count to father their own children” and in the second, assisted library 
“users to search for books using Chinese characters”.  These contributions benefit 
the technological, medical and educational communities at the local, regional and 
‘global’ levels.    
337
NUS also constructs itself as providing service to the general community in 
the region and beyond.  For example, through the use of the modal verb “can” and 
the verb “use” in the complex verbal group “can be used” in the sentence 
“[m]edical researchers scored a world first in growing embryonic stem cells which 
 (italics 
my own).  Here, NUS is pitched as providing service to Singapore.  It is vital that 
NUS’ contributions to the local community are highlighted in its positioning as a 
‘global’ university in order to balance globalizing and localizing forces.  This is so 
that NUS, as a national university, is able to position itself favorably within the 
local arena to serve national interests.  In this way, it also allows itself to be 
differentiated amongst other HEIs.   
                                                            
335Information accessed from NUS’ ‘Milestones 1988’ - 
http://www.nus.edu.sg/aboutus/milestones/1980.php#6 on 6 February 2009. 
336Information accessed from NUS’ ‘Milestones 1996’ - 
http://www.nus.edu.sg/aboutus/milestones/1996.php on 6 February 2009. 
337Information accessed from NUS’ ‘Milestones 1997’ - 





can be used in patients to treat diseases like cancer and diabetes”338
Hence NUS is constructed as not only a main player in the educational, 
research, technology, science, and medical communities in terms of research 
achievements but also a main service-provider and contributor to these fields, not 
only locally, but in the region and the world.  Through its contributions, it positions 
itself as a worthy ‘global’ player in the ‘global’ academic market.  Once again, by 
focusing on its contributions, NUS is making self-promotional claims about its 
status as a university in the forefront that actively makes worthwhile contributions 
to the community locally and globally – once again drawing on the promotional 
genre to construct its ‘global’ identity.   
 (italics my 
own), NUS is constructed as a main contributor to an important medical 
breakthrough that will assist general human kind.   
This prominence on NUS’ excellence through its research achievements in 
selected (and significant) areas of research and emphasis on NUS’ contributions at 
the local, regional and ‘global’ levels is evidenced through emphasis on NUS’ 
ranking between universities and achievement of awards in the narratives. 
 
6.4.2.2 NUS’ ‘Global’ Rankings and Awards 
Emphases on NUS’ position in rankings between universities and its 
achievement of awards function as evidence to explicitly justify NUS’ appeal to the 
core value of excellence in positioning itself as a ‘global university’.  NUS’ appeal 
                                                            
338Information accessed from NUS’ ‘Milestones 2002’ - 





to the core value of excellence was implicitly justified in the discussions of NUS’ 
research achievements and contributions above. 
Although I have highlighted the subjectivity of the university rankings in 
Chapter 1, it is worth noting that there is continual emphasis on NUS’ position in 
university rankings in the region and globally in the narratives on NUS’ website 
from 1997 onwards.  In fact, in the State of the University Address on 10 October 
2008, NUS’ President, Tan Chorh Chuan, made reference to the Times rankings 
2008 in which NUS was placed thirtieth among the world's top two hundred 
universities - and fourth in Asia, in talking about NUS’ position as a ‘global’ 
university.  These rankings allow connections to be made with other universities 
globally and so allow NUS’ position to be made significant.  There is a focus by 
NUS on the ‘what’, ‘where’, ‘who’ and ‘why’ in giving information about the 
university rankings – ‘what’ position NUS is ranked in and in ‘what’ area/location, 
‘where’ the source of information is, ‘who’ the source is and ‘why’ the source is 
credible (implicitly or explicitly). 
For example, it is said on the “About NUS” link that,  
NUS was voted one of the top 10 universities in the Asia Pacific 
region. It ranked fourth in a survey of 50 top universities in Asia 
and Australia.  In ratings by academic reputation, NUS was 
placed second by its academic peers in Asia and Australia.  The 
survey was conducted by Asiaweek, a regional news magazine339
This example highlights that NUS was ranked fourth (‘what’ position) amongst 50 
universities in Asia and Australia (‘what’ location) and also ranked second (‘what’ 
position) in academic reputation (‘what’ area) by “academic peers in Asia and 
Australia” (by ‘whom’) in Asiaweek (by ‘whom’), a regional news magazine (and 
. 
                                                            
339Information accessed from NUS’ ‘Milestones 1997’ - 





‘why’).  NUS attempts to communicate that due to the fact that the university was 
ranked by academic peers in Asia and Australia, the ranking is made credible as 
the university is ranked by its own academic community.  Since it was a survey 
conducted by Asiaweek, the survey is given some implicit credibility as Asiaweek 
is essentially a reputable magazine. 
Another example is the following in which it is said that, 
NUS has been placed amongst the top 20 universities in the world 
[‘what’ position/location] in a global ranking of universities by 
Times of London [‘by whom’ and ‘why].  In the category of 
ranking by faculty [‘what’ area], NUS was ranked one of the 10 
best universities [‘what’ position] in engineering and IT [‘what’ 
area], and one of the top 40 in science [‘what’ position and 
‘what’ area]340
This once again positions NUS as amongst the top globally and focus is placed on 
the areas it has excelled in.  It is noteworthy that the areas NUS ranks highly are 
those that were highlighted earlier which are areas like technology, science and 
engineering – areas or knowledge systems that are more privileged (Gee 2005) in a 
globalizing world.  The rankings are once again given credibility by the implicit 
reputation of the Times of London. 
 (italics my own). 
In yet another similar example, it is said that, 
NUS was placed in the top quartile of the world's best 100 
universities – 22nd in the world and amongst the top three 
universities in Asia [‘what position’ and ‘what’ location] – by 
Times of London [by ‘whom’ and implicit ‘why’].  In rankings by 
discipline, NUS was placed 9th for Technology, 13th for Social 
Sciences and 15th for Biomedicine [‘what’ position and ‘what’ 
area].  The London newspaper's annual rankings are based on 
measures like the number of citations for academic papers 
generated by each staff member, faculty-student ratio, and the 
proportion of international staff and students [‘why’].  A key 
                                                            
340Information accessed from NUS’ ‘Milestones 2004’ - 





measure in which NUS scored well is peer review which is an 
indicator of global reputation [by ‘whom’ and ‘why’]341
In the example immediately above, NUS is placed within the top in Asia and also 
ranked highly amongst the world’s best universities.  Once again, NUS ranks 
highly in areas like technology and biomedicine.  NUS also ranks highly in the 
Social Sciences but NUS’ ranking in terms of the Arts goes unmentioned in the 
narratives.  There is once again the mention of “peer review” which attempts to 




Such emphases on NUS’ rankings, the areas which NUS excels in which 
were earlier argued to be the areas in line with globalization processes (and 
including in these examples, the area of business) and peer review (which is, as 
stated, “an indicator of global reputation”), provide strong evidence and support for 
NUS’ positioning as a ‘global’ player in the ‘global’ academic market through its 
appeal to the core value of excellence.  These rankings act as testimonies for the 
self-promotional claims NUS makes – typical of testimonies often alluded to in the 
advertising genres.   
In the narratives, there is also an emphasis on the awards NUS has won 
through the years, which once again is evidence and testimony of NUS’ excellence.  
The kinds of competitions and awards won by the university are positioned through 
lexical choices as prominent, for example, when it is said that the “prestigious 
Philip C. Jessup International Law Moot Court Competition”342
                                                            
341Information accessed from NUS’ ‘Milestones 2005’ - 
 was won by the 
http://www.nus.edu.sg/aboutus/milestones/2005.php on 6 February 2009. 
342Information accessed from NUS’ ‘Milestones 2001’ - 





Faculty of Law and the “prestigious Commonwealth Youth Award”343
NUS (through the Institute of Science Systems) is also said to have won the 
“Best Software Product” and the “Best of Best Product” for their development of a 
“Chinese speech-recognition software for use in personal computing”
 was won by 
the NUS Campus Concerts.  The signaling of both the competition and the award 
as “prestigious” positions NUS as an excellent institution as it is capable of 
winning such international competitions and awards.  
344
There are also various mentions of NUS winning awards in the local arena, 
for example, that of the “Top IT User Award ’97 from Computerworld, 
Singapore”
 at the 
Comdex Asia.  This regional achievement for NUS signals, through the title of the 
awards, “best”, that NUS is a preeminent institution that is innovative and creative.   
345.  It is also mentioned that academics and researchers from NUS 
“swept all categories of the 1998 National Science and Technology Awards 
including the National Science Award, the National Technology Award, the 
National Science and Technology Medal and the Young Scientist Award”346
NUS is also said to receive awards for its contributions.  For example, it is 
said that the “NUS Centre for Remote Imaging, Sensing and Processing (CRISP) 
received the Excellence for Singapore award in recognition for its contribution as 
.   
                                                            
343Information accessed from NUS’ ‘Milestones 1992’ -  
http://www.nus.edu.sg/aboutus/milestones/1992.php#2 on 6 February 2009. 
344Information accessed from NUS’ ‘Milestones 1995’ - 
http://www.nus.edu.sg/aboutus/milestones/1995.php on 6 February 2009. 
345Information accessed from NUS’ ‘Milestones 1997’ - 
http://www.nus.edu.sg/aboutus/milestones/1997.php on 6 February 2009. 
346Information accessed from NUS’ ‘Milestones 1998’ - 





an international centre in the field”347
Based on the emphasis on the awards won, it can once again be seen how 
NUS positions itself as excellent not only locally, but in the region and the world.  
NUS thus positions itself as a worthy ‘global’ player in the ‘global’ academic 
market.  These mentions of award achievements also allow NUS to essentially 
make self-promotional claims about its status as a top-notch, award-winning 
institution.   Such emphases on positions in rankings and the achievement of 
awards also can be suggested to arise out of the consumer culture where the 
‘consumers’ - in this case, potential students, staff and business investors - regard 
such rankings and awards as ‘testimony’ of the value of the product they may 
consider buying into.  
 (italics my own).  NUS’ contribution at an 
international level is given recognition here. 
It is noteworthy once again that the areas NUS has achieved awards in are 
mainly in the areas of technology, science and business, except for the mentions of 
winning the Commonwealth Youth Award and the Philip C. Jessup International 
Law Moot Court Competition by the Faculty of Law.  As mentioned, the 
significance of focus on these areas of disciplines, which I argue to be linked to the 
process of globalization via globalization ideologies, will be discussed in Chapter 
8. 
The above discussion and examples suggest that NUS constructs itself as an 
excellent institution through the discursive strategies of emphasis on (i) its research 
achievements and contributions and (ii) its ‘global’ rankings and awards won.  This 
                                                            
347Information accessed from NUS’ ‘Milestones 1999’ - 





construction of NUS as an excellent institution contributes to its construction as a 
‘global’ institution. 
 
6.4.3 Core Value of Entrepreneurship 
There is an emphasis on the spirit of enterprise in the narratives on NUS’ 
website, through the discursive strategies of emphasis on the role of NUS as an 
enterprise and the molding of its students as ‘global’ students, ready for the global 
economy. 
 
6.4.3.1 NUS as an Enterprise 
The vision of NUS is stated as “Towards a Global Knowledge 
Enterprise”348
The importance of the entrepreneurial dimension of NUS is communicated 
by having a designated link “NUS Enterprise”, on its website.  It also exists as a 
sublink on the “Global” link where this suggests that NUS as an enterprise 
contributes or is part of NUS’ ‘global’ identity.  The “NUS Enterprise” is a 
university-level cluster to “provid[e] an entrepreneurial and innovative dimension 
to the University’s core research and educational activities”
.  It thus aims to be a global knowledge enterprise – which means it 
aims not to be just an institution of education but a business organization that deals 
with the development, generation and the imparting of knowledge. 
349
                                                            
348Information accessed from NUS’ ‘Vision, Mission and Strategy’ - 
.  So whilst 
highlighting that NUS’ core activities are research and education, the 
http://www.nus.edu.sg/aboutus/vision.php on 6 February 2009. 






entrepreneurial dimension is highlighted in its significance to NUS’ identity.  The 
aim of “NUS Enterprise” is communicated as to “make a positive impact on 
Singapore’s economy and beyond” through “igniting the entrepreneurial spirit [in 
presumably its students], partnering for success and nurturing future 
entrepreneurial leaders”350
It is said on the “NUS Enterprise” link that in response to the current 
knowledge-based and knowledge-driven economy in the 21st century, NUS, like 
other universities must “move beyond their traditional academic missions [of a 
focus on education, research and the dissemination of knowledge] and adopt an 
entrepreneurial orientation in order to become growth engines for the countries”
.  The focus then is on contributing to the local economy 
and “nurturing” students to develop an entrepreneurial spirit.   
351
“NUS Enterprise” operates three business units – where NUS here 
functions in the capacity of a business organization:  
.  
Universities are hence required in this era to not only contribute to teaching and 
research but also to the economy.   
NUS Extension (NEX), to leverage on the rich knowledge 
resources of NUS by providing continuing education for working 
adults in Singapore and the region; NUS Press, to disseminate 
scholarly and academic works by NUS as well as other reputable 
scholars in a diverse range of disciplines, including a particular 
focus on Asian studies; and NUS Technology Holdings Pte Ltd 
(NTH), to seed new technology companies to commercialise 
University research352
 
.   
Each business unit marries education and knowledge with business – essentially 
“commerciali[sing] University research”.  With its focus on infusing an 
entrepreneurial dimension into NUS and its functioning as a business unit, the 
                                                            
350ibid. 
351Information accessed from NUS’ ‘Enterprise Cluster’ About Us’ - 
http://www.nus.edu.sg/enterprise/aboutus/index.html on 3 August 2009.  
352Information accessed from NUS’ ‘NUS Enterprise: Business Units’ - 





“NUS Enterprise” link contributes to NUS’ construction of its identity as an 
enterprise. 
 
6.4.3.2 Molding ‘Global’ Students 
The “Enterprise Cluster” in NUS which includes divisions like the NUS 
Overseas Colleges (NOC), NUS Entrepreneurship Centre and business units like 
the NUS Extension and the NUS Press Pte Ltd, is said to be established “to nurture 
talents with an entrepreneurial and global mindset”353
students gain invaluable international experience at leading global 
entrepreneurial hubs around the world.  Immersed into the 
dynamic environments of Silicon Valley, Philadelphia, Shanghai, 
Stockholm or Bangalore, students take on work at startup 
companies while studying at renowned partner universities.  This 
programme gives students a unique overseas working experience 
in mainly startup companies, providing them with a global 
perspective as well as an edge at starting entrepreneurial ventures 
in the future
.  NUS communicates a focus 
on developing the entrepreneurial spirit and ‘global’ mindset in its students and 
community.  This is done though the various programs, activities and opportunities 
that are highlighted in the “NUS Enterprise” website.  There seems to be a strong 
connection established between having an entrepreneurial spirit and an outlook 
with a ‘global’ mindset and perspective.  For example, it is said that through the 




There is hence this strong connection established between gaining 
international exposure “at leading global entrepreneurial hubs around the world” 
and being entrepreneurial or having “an edge” at being entrepreneurial, as this 
exposure is said to provide students with “a global perspective as well as an edge at 
                                                            
353Information accessed from NUS’ ‘Enterprise Cluster: About Us’ - 
http://www.nus.edu.sg/enterprise/aboutus/index.html on 3 August 2009. 






starting entrepreneurial ventures in the future”355.  It is stated that the aim of the 
program is to “cultivate and nurture them into enterprising, resourceful, 
independent self-starters and eventually blossom into successful entrepreneurs”356 
– that is, developing the students into enterprising individuals with ‘global’ 
perspectives.  In fact, the tagline of the NUS Overseas Colleges is “[c]ultivating 
global entrepreneurs”357
There is a constant emphasis on how “NUS Enterprise” facilitates and 
supports this development of the entrepreneurial spirit in its students and 
community.  NUS positions itself as an active facilitator in molding students to be 
and act ‘global’.  It is said that NUS has numerous exchange programs and it has 
also set up overseas colleges “to nurture the spirit of enterprise among NUS 
students and help them develop global mindsets and aspirations”
 – where once again, the strong link between the 
entrepreneurial and ‘global’ dimension is highlighted.   
358
NUS constructs itself as an active agent “seeking” to cultivate global-
mindedness in its students through the establishment of alliances with overseas 
universities.  The Director of IRO emphasizes that NUS is “working actively with 
more than 200 partner universities to provide exciting exchange programmes for 
our students in our mission for globalization and thereby helping to mold global 
citizens among our youth”
.  The use of the 
verbs “nurture” and “help” constructs NUS as an active agent assisting students to 
become ‘global’ by developing “global mindsets and aspirations”. 
359
                                                            
355ibid. 
.  The information provided here is very promotional 
in nature in that there is the use of adverbs like “actively” to emphasize the 
356Information accessed from NUS’ ‘NUS Overseas Colleges: About NOC’ - 
http://www.overseas.nus.edu.sg/aboutUs_aboutTheNOC.htm on 3 August 2009. 
357 ibid. 
358Information accessed from NUS’ ‘Milestones 2002’ - 
http://www.nus.edu.sg/aboutus/milestones/2002.php on 6 February 2009. 
359Information accessed from NUS’ ‘International Relations Office: Director’s Message’ - 





proactive nature of NUS in establishing partnerships.  The adverbial phrase “more 
than” also emphasizes the numerous institutions NUS partners with.  These 
programs are also described as “exciting” to inject in readers some kind of 
enthusiasm.  Such an exchange is also pitched as being able to “create a new and 
improved you” – where one can “make lifelong friends, experience a new culture, 
bust out of the same old routine”360.  All this seem to suggest that the exchange 
programs allow one to develop into a new person and become or take on a ‘global’ 
identity.  In fact this is further emphasized in the sublink on the students’ exchange 
programs for NUS students that “[w]ith more than 1,000 placements being 
arranged for students yearly, IRO is dedicated to transforming students' lives 
through international exchanges”361.  Students’ lives are said to be transformed 
through these overseas exchanges.  Personhoods are pitched as being changed as it 
is said that “[s]tudents who have gone on exchange programmes have had 
unparalleled opportunities for personal development, personal growth and 
travel”362
In the “Why Exchange Abroad”
.  In this way, a ‘global’ identity is ascribed to the students through these 
overseas experiences.  In highlighting that NUS molds ‘global’ students, NUS 
promotes itself as a university which is globally-conscious.  This becomes a selling 
point of the university as in turn, this contributes to its construction as a ‘global’ 
university.   
363
                                                            
360Information accessed from NUS’ ‘International Relations Office: Why Exchange Abroad?’ - 
http://www.nus.edu.sg/iro/nus/students/whyexchange.html on 28 July 2009. 
 sublink to the IRO website, it is 
highlighted that amongst the advantages of doing an exchange program, is the 
ability to “strengthen your resume” as “[s]tudying abroad can give you the skills 
361Information accessed from NUS’ ‘International Relations Office: Student Exchange Programme 
(SEP) for NUS Students’ -  http://www.nus.edu.sg/iro/nus/students/prog/sep/index.html on 28 July 
2009. 
362ibid. 





employers desire such as versatility, maturity, confidence, independence, and the 
ability to work with people of different cultures”364.  Such an overseas exposure is 
pitched as ideal for the current employment market where being ‘global’ in outlook 
is desirable.  The entrepreneurial advantage to such overseas exchanges is also 
highlighted when it is said that “[t]he knowledge that the experiences you had 
acquired during your overseas studies will be valuable to your future employers 
makes it all the more rewarding”365
[e]ducating graduates who help advance the world we live is one 
of the most important contributions which universities can 
make.  To a large extent, the impact of its graduates defines the 
great universities of the world
.  The modal verb “will” used imbues a sense of 
certainty that such overseas exposure is indeed valuable to future employers in this 
present economy.  Tan Chorh Chuan, NUS’ President, highlights the importance of 




This is because the kinds of students a university produces reflects the kind of 
university it is.  In touting that they produce ‘global’ students, universities also 
indirectly construct themselves as ‘global’ institutions.  Therefore in promoting the 
students NUS produces as being entrepreneurial and hence ready to face the global 
economy, NUS positions itself as an enterprising institution that is ‘global’. 
In positioning itself as an entrepreneurial organization, NUS also adopts a 
neoliberal or entrepreneurial kind of discourse.  From the above examples, there is 
a strong adoption of business, managerial and technical discourses – lending 
themselves to a kind of neoliberal or entrepreneurial discourse.  Examples of 
                                                            
364 Information accessed from NUS’ ‘International Relations Office: Why Exchange Abroad?’ - 
http://www.nus.edu.sg/iro/nus/students/whyexchange.html on 28 July 2009. 
365 Information accessed from NUS’ ‘International Relations Office: Student Exchange Programme 
(SEP) for NUS Students’ -  http://www.nus.edu.sg/iro/nus/students/prog/sep/index.html on 28 July 
2009. 
366Information accessed from NUS’ ‘University Speeches (8 January 2009): Launch of New NUS 
Vision and Mission & Welcome Lunch for New NUS President’ - 





vocabulary, phrases and sentences that are resonant of a business, managerial or 
technical discourse include: 
• enterprise 
• entrepreneurial and innovative dimension 
• make a positive impact on Singapore economy and beyond 
• igniting the entrepreneurial spirit, partnering for success and nurturing 
future entrepreneurial leaders 
• to become growth engines for the countries  
• NUS Enterprise operates three business units 
• to seed new technology companies to commercialise University 
research 
• starting entrepreneurial ventures 
• cultivate and nurture them into enterprising, resourceful, independent 
self-starters and eventually blossom into successful entrepreneurs 
• the strategic and operational activities of high-tech startups 
• the skills employers desire such as versatility, maturity, confidence, 
independence, and the ability to work with people of different cultures 
The use of such vocabulary, phrases and sentences form part of the neoliberal or 
entrepreneurial discourse prevalent in the NUS website and such a discourse 
contributes to the construction of NUS as an enterprising institution.   
This core value of entrepreneurship thus runs through the narratives on 
NUS’ website through the discursive emphasis on (i) the role of NUS as an 








This chapter has examined how NUS constructs for itself a ‘global’ identity 
by appealing to the core values of (i) interconnectedness, (ii) excellence and (iii) 
entrepreneurship through the discursive strategies of emphasis on (i) alliances, (ii) 
NUS’ research achievements and contributions, NUS’ ‘global’ rankings and 
awards won and (iii) NUS’ role as an enterprising institution and the molding of its 
students as ‘global’ respectively.  The next chapter looks at how another 






















THE EMERGING UNIVERSITIES (PART II): AN ANALYSIS OF 
SEOUL NATIONAL UNIVERSITY 
 
7.1 Introduction 
In contrast to NUS which propagates more of its ‘global’ identity as 
compared to its ‘local’ or national identity, SNU strongly emphasizes a dual local-
global positioning.  The narratives on SNU’s website367
There is a strong sense of pride conveyed through the SNU website of 
SNU’s national, local identity. SNU positions itself in the “Overview: The SNU 
 construct the identity of 
SNU from a national university to a distinguished, premier institution within Korea 
to an aspiring ‘global’ university.   
                                                            
367SNU has two versions of its website which appears in both Korean and English.  The data I 
examine for this thesis is retrieved from the SNU English website - accessed at 
http://www.useoul.edu/ on 15 July 2009.  The Korean and English websites are largely similar in 
content and tone.  The Korean website can be considered the default website of SNU as SNU is still 
largely a Korean-speaking university.  As such, the Korean website is the one largely accessed by 
the Korean students of the university.  The English website is largely accessed by the international 
students of SNU and the international public and academic community.  According to Ms Chloe 
Cho, from the SNU Public Relations Department, the English website contains 60 per cent of the 
content found in the Korean website.  For practical reasons, not all news articles are translated into 
English – only those that appeal to the international audience.   
 
However, Ms Cho highlighted that the website links from the English version that this thesis 
focuses on as important for identity construction, can also be found in the Korean version.  For 
example, two of the sublinks I look at extensively on the ‘About SNU’ English website are the 
'Global Standing' (http://www.useoul.edu/about/ab0301.jsp) and 'International Partners' 
(http://www.useoul.edu/about/ab0302.jsp) sublinks.  These sublinks similarly appear in the Korean 
website at  http://www.snu.ac.kr/about/ab0301.jsp and http://www.snu.ac.kr/about/ab0302.jsp 
respectively (the visuals on the Korean website are similar to the English version and act as clues to 
the similarity in content between the two websites).  This similarity in content between the Korean 
and English versions of the SNU website is also concurred by Assistant Professor Joseph Park of 
the National University of Singapore, who is a Korean speaker, after a brief comparison of the two 
websites. 
 
I suggest then that the SNU Korean and English websites are similar in their branding strategies 
(adopting a local/global positioning) - although I acknowledge the differences in their primary 
target audiences which explain why the Korean website contains more content than the English 
website.  This is because only some articles are selected for translation in the English website based 
on relevance and interest to an international audience.  
 
A note of thanks to both Ms Chloe Cho and Assistant Professor Joseph Park for their valuable help 






Spirit”368 sublink of the “About SNU”369 link as “Korea’s first national and the 
indisputable leader of higher education in Korea”370.  It positions itself in history 
by highlighting its position as “Korea’s first national university” and as the 
“indisputable leader” of higher education in Korea.  SNU also emphasizes that 
“[a]s South Korea's first national university, Seoul National University has a 
tradition of standing up for democracy and peace on the Korean peninsula”371.  
This makes reference to SNU’s historical positioning within Korea – on its 
contribution to democracy and peace in Korea.  As such, this perhaps justifies 
SNU’s positioning as “Korea’s leading research university”372
However, whilst first and foremost positioning itself as “Korea’s leading 
research university”, SNU is still concerned with positioning itself as a ‘global’ 
institution.  A look at SNU’s homepage
.   
373 below as accessed on 15 July 2009 
reveals a preoccupation on SNU’s part in positioning itself globally.   
 
Image 4: SNU’s homepage (accessed 15 July 2009) 
                                                            
368Accessed at http://www.useoul.edu/about/ab0101.jsp on 15 July 2009. 
369Accessed at http://www.useoul.edu/about/ab0101.jsp on 15 July 2009. 
370Information accessed from SNU’s ‘Overview: The SNU Spirit’ - 
http://www.useoul.edu/about/ab0101.jsp on 15 July 2009. 
371ibid. 
372ibid. 





 On the homepage, under the section “Highlights”, there are three highlights 
(which appear consecutively and only the first highlight is seen on Image 4)  – first 
on “Global Standing” (as it appears in Image 4) where it says “The Times Higher 
Education – QS World University Rankings Placed SNU in the top 50 universities 
in 2008, up from 51st in 2007”, second on “Science Citation Index (SCI) 
Publications” (not shown in Image 4) where it says “SNU has published 4.291 SCI 
papers in 2007 which made it as world’s 24th university in the SCI publication” and 
thirdly on “2010 International Admissions” (not shown in Image 4) where it says 
“SNU has released Admissions Guide for International Students for spring 2010 on 
February 5, 2009.  The online application opens on February 23”.  All three 
highlights have to do with ‘global’ aspects.  The first highlight underscores SNU’s 
preoccupation with its ‘global’ rankings.  It is proud in its ascent up the rankings to 
the 50th place, one place up from its previous ranking.  The second highlight yet 
again draws attention to SNU’s preoccupation with world standings – where here, 
the Korean Ministry of Education, Science and Technology reports based on an 
analysis of SCI data, that “SNU ranks 24th in the world in terms of the number of 
SCI papers presented” which is “up from 32nd in 2007”374
On the homepage too, the section on “SNU News” highlights news on 
“SNU Makes a Global Alumni Connection” where it says that “SNU is 
establishing an alumni association of foreign graduates” (see Image 4) – this 
.  These rankings can be 
considered markers or indicators of SNU’s concern with its standard of excellence.  
The third highlight calls for applications from international students – in a bid to 
create perhaps a more international or ‘global’ community within SNU, signaling 
SNU’s desire for interconnectedness with the rest of the world.   
                                                            
374Information accessed from SNU’s ‘SNU News (18 September 2008): SNU Ranks 24th in World 
University Rankings of SCI Publications’ - from http://www.useoul.edu/news 





establishment of a ‘global’ alumni serves to emphasize the increasing number of 
foreign and international graduates of SNU – hence the construction of a ‘global’ 
community.  The Dean of Student Affairs is quoted in the news piece saying that 
the “international alumni … are a very important resource for our university…. and 
they are valuable assets for our school ….”375.  It is also quoted in the same news 
piece that the president of the SNU International Students Association, Yavuz 
Selim Kacar said that “an international alumni group could help globalize the 
university”376.  This shows that one of the aims of setting up ‘global’ or 
international alumni is in the hopes of helping to globalize the university.  It is 
further said in the news piece that “[t]he number of graduates stood at 221 last 
year, compared with 156 in 2004.  The number is expected to rise further this year, 
with 129 foreign students having already graduated last February”377.  The 
comparison of the increase in the number of graduates between years emphasizes 
that the number of international students at the university is increasing.  It is even 
said that this “number is expected to rise further this year”.  However, it is also 
highlighted in the news piece that “[o]verall, SNU has had graduates from 55 
countries, most of which are from Asian countries and very few from European 
countries”378
                                                            
375Information accessed from SNU’s ‘SNU News (2 July 2009): SNU Makes a Global Alumni 
Association’ -  
 – where there is an emphasis on the “very few [graduates] from 
European countries”.  There seems to be a concern hinted here on the lack of 
graduates originating from European countries as perhaps if there were more 
graduates from SNU originating from Europe, this would signal SNU being more 
interconnected by being more international and hence, ‘global’.   








There is also an ‘advertisement’ for “Faculty Recruitment” as seen in 
Image 4 which says that “Seoul National University is globally-recruiting world-
class scholars”.  This further contributes to SNU promoting that it enjoys the 
presence of an international community in SNU.  The visual on the homepage (see 
Image 4) also attempts to communicate the international and ‘global’ nature of 
SNU.  There is the obvious presence of a non-Korean amidst the students 
contributing to the further construction of an international community at SNU.  
The background image of a map in the classroom setting (which is what the 
academic staff and students are presumably actively discussing) also signals 
perhaps the ‘global’ kinds of topics and perspectives introduced in the classroom.  
All these contribute to the construction of SNU as a ‘global’ institution. 
The homepage379 accessed on 29 July 2009 yet again reveals SNU’s 
preoccupation with ‘global’ rankings as mentioned earlier – this time a ranking 
“based on the number of a university’s alumni currently holding Chief Executive 
Officer (CEO) in the 500 largest Global enterprises named by Fortune 
magazine”380.  It is stated on the homepage, presumably with a sense of pride that 
SNU is the “World’s 5th in Producing Global CEOs”381
The above examples and discussion serve to highlight SNU’s 
preoccupations with becoming or being a ‘global’ institution.  Just like NUS, I 
suggest that SNU constructs a ‘global’ identity for itself by appealing to the core 
.  SNU is positioned as an 
active agent that produces such ‘global’ CEOs who include the CEOs of Korean 
companies like Hyundai Motors and Samsung Electronics who are contributing to 
the world economy.   
                                                            
379Accessed at http://www.useoul.edu/ on 29 July 2009. 
380Information accessed from SNU’s ‘SNU News (16 July 2009): SNU Ranked World’s Top 5th in 
Producing Global CEOs’ - http://www.useoul.edu/news /news0101_view.jsp?idx=128888 on 29 
July 2009. 





values of interconnectedness, excellence and entrepreneurship.  However, before I 
go on to give a detailed analysis of how SNU discursively constructs for itself its 
‘global’ identity, I address SNU’s unique local-global positioning.  As mentioned 
earlier, SNU strongly emphasizes its local identity as “Korea’s first national 
university and the indisputable leader of higher education in Korea”382
 
.  However 
at the same time, it quite clearly makes clear of its aspirations and drive towards 
establishing a ‘global’ identity for itself.  This seemingly conflicting or dual 
identity construction can be explained through SNU’s history. 
A Local-Global Positioning 
As mentioned earlier, the narrative of the history of SNU constructs the 
identity of SNU from a national university to a leading institution within Korea to 
an aspiring ‘global’ university.  The brief history of SNU which was provided in 
Chapter 3 is reiterated here to highlight SNU’s local-global positioning.   
The university is positioned as historical within Korea.  It is said that [a]fter 
gaining independence from Japan in 1945, a hundred dignitaries of the Korean 
Education Council proposed opening a national university by making use of the 
Seoul Imperial College buildings383
[g]aining support of the Korean officials working at the Education 
Department of the United States Army Military Government, a 
proposal to establish “Seoul National University” was formally 
announced on July 13, 1946, and was formalized in an Act to 
establish Seoul National University on August 27, 1946
.  It is suggested that there was early American 
influence in the setting up of the SNU – it is said,  
384
 
.   
                                                            
382Information accessed from SNU’s ‘Overview: The SNU Spirit’ - 
http://www.useoul.edu/about/ab0101.jsp on 15 July 2009. 
383Information accessed from SNU’s ‘Overview: History’ - http://www.useoul.edu/about/ab0102.jsp 






The thematic emphasis on the support gained from the Korean officials who were 
working at the Education Department of the United States Army Military 
Government serves to highlight perhaps the early American influence on the 
setting up of the SNU.   
It is said that there were many challenges to the setting up of a national 
university as there was much objection by students and professors to this idea of a 
national university.  This led to a campaign “to oppose establishment of the 
national university”385.  However, there was a counter-campaign that supported 
this opening up of a national university.  Finally after a year of disarray, the 
university resumed classes in September 1947 and the university changed its 
official Korean name to “Seoul University”386 on Independence Day of 1948.  
However, the challenge to the setting up of a national university continued.  As a 
result of the Korean War in 1950, the university moved to Busan.  On its return to 
Seoul in 1953 after the Korean War was suspended, there was a focus on 
“[b]uilding the University of the Nation”387
However, challenges to the democratization of the university resulted when 
illegal elections were conducted by the country’s corrupt ruling power which 
“destroyed the fundamentals of democracy” and the military government 
“suppressed the University’s attempts to democratize and keep its autonomy”
.  
388
                                                            
385ibid. 
.  
In fact, the military government drafted the best in the university to carry out the 
implementation of its own economic plans for success.  The university’s “system 








educational autonomy was completely banned”389.  The students fought for 
democracy of the university and the nation, instead of dictatorship and they led 
demonstrations for democracy.  Students from SNU “led the demonstration of June 
3, 1965, objecting to the Korea-Japan Treaty”390
The military government realized by 1987 that “any further suppression of 
student and civil movements longing for democracy would lead to the fall of the 
regime” and so there was the “June 29 Democratization Declaration”
.  This points to the active role the 
university played in the nation’s fight for democracy.   
391 to prevent 
any further mayhem.  This led to the system of autonomy brought back to the 
university and the university finally became “stable and normalized” with the 
“inauguration of “Civil Government in February of 1993”392.  The focus on 
research continued and “many research centers in diversified fields were 
established”393
Perhaps due to the many trials and tribulations faced by SNU and the 
continuing challenge to the setting up of the university as a national university, 
there is a very strong national and local identity that the university now prides itself 
in and enjoys.  The war caused much destruction at the university.  The university 
was said to begin “restoration with the goal of building a university for the 
nation”
 – an indication of the way modern universities function.   
394.  In the narratives, it is said that the university was “determined to be the 
premier institution of higher education that could represent the country, and further 
enrich the future of the nation”395
                                                            
389ibid. 
.  There is a strong focus on SNU’s role in the 











It is also envisioned to contribute to the future of the nation.  In fact, one of SNU’s 
spirit is that of “Honoring Public Service” where it is said that “[g]raduates have 
long served as public servants in key positions of the Korean government”396
Under the “President’s Office”
.  
There is a tradition of its graduates serving and assuming leadership positions in 
the local government.  The kinds of students SNU produces will then have an 
impact on the Korean government and ultimately Korea, as a nation. 
397 sublink on the “About SNU” link, the 
‘Message’ from the President stresses SNU’s role as a national university first and 
foremost.  President Lee Jang-Moo starts off his message by stating that “[s]ince its 
establishment sixty years ago as the first national university in Korea, SNU has 
walked faithfully with the Korean people”398.  There is a thematic focus on SNU’s 
position as “the first national university in Korea”.  The university is also 
personified through an emphasis on the ‘loyalty’ the university has demonstrated to 
the Korean people.  Lee emphasizes SNU’s role in Korea by stating that SNU 
“contributed significantly to Korea’s spectacular economic progress in the 
twentieth century, and spearheaded democratization efforts on the peninsula”399
                                                            
396Information accessed from SNU’s ‘Overview: The SNU Spirit’ - 
.  
SNU’s role within the nation state of Korea as an enterprising institution is 
emphasized in its significant contribution to Korea’s “spectacular” economic 
growth”.  The President also goes so far as to position SNU later in his message as 
having served as “the nation’s brain, heart, and pulse; its intellect, passion, and 
http://www.useoul.edu/about/ab0101.jsp on 15 July 2009.  
397Accessed at http://www.useoul.edu/about/ab0201.jsp on 15 July 2009. 
398Information accessed from SNU’s ‘President’s Office: Message from the President’ -  







Even the tone of the President’s message is localized, reflecting the Korean 
culture and value system which is one largely based on Confucianism that stresses 
virtues like loyalty, filial piety and relationships (Wikipedia 2010).  In recognition 
of the challenges facing the university and the opportunities ahead, the President 
makes a commitment to work hard, where he says, “I will work hard to meet these 
challenges with hope and integrity. I pledge to do my utmost to create a university 
that is beloved by the people and recognized as one of the world’s great 
universities”
.  The university is then here positioned as intimately tied to the 
nation.   
401
I suggest that SNU’s strong and turbulent history narrated above can then 
be said to contribute to SNU’s strong local identity and its motivation to 
simultaneously construct for itself a ‘global’ identity.  The histories of universities 
are important in that the past establishes the identity of the university and its ability 
to face the future.  SNU clearly recognizes and appreciates its past and looks 
forward to the future.  SNU is proud of its past achievements as stressed by the 
President in his message.  He says “[a]s we look back proudly on our past 
achievements, however, we realize that the road ahead of us is far from smooth”
.  The President seems to take personal responsibility for the 
university as he pledges to create a university that is “recognized as one of the 
world’s great universities”.  In this way, the President of SNU expresses his utmost 
loyalty to the university.   
402
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.  
There is recognition of the difficulties to be faced in the future as there is an 
acknowledgement by the President that “[f]ar-reaching changes are occurring in 
401Information accessed from SNU’s ‘President’s Office: Message from the President’ -  






the arts, sciences, economy and industry; social structures are shifting, and social 
values are being shaken to the core” 403.  There is hence a focus and recognition of 
the changes happening in society, in the economy and so on.  However, these 
changes or “challenges” are seen as “opportunities” by the President as when he 
says, “[t]hese challenges, I believe, are also opportunities” 404
The beginning of the 21st century saw SNU’s aspiration and progression 
“from a National University to a Global University”
.   
405, possibly in response to 
South Korea becoming increasingly globalized.  There was a wide range of social 
and political reforms that were neoliberal in character after the IMF Crisis from 
1997-2001.  This led to “[i]ntensified privatization, individuation and 
globalization” (Abelmann et al. 2005: 34) in South Korea.  Several programs and 
plans have been put into place in a bid for SNU to strive to become ‘global’.  The 
“Ten-Year University Development Program” that was taken on in 1977 declared 
“three ideal characteristics that the school is to continually strive to embody: “a 
university of education,” “a university of the nation” and “a global university”406
                                                            
403ibid. 
.  
It is clear that the university is to continually strive to adopt a dual identity – as a 
local, national university and as a ‘global’ university.  Both these characteristics 
are to be inherent in the identity of the university – which goes to show that it is 
possible for universities to have simultaneously both a national/local identity and a 
‘global’ one.  This program was later developed and taken on in 1995 as the 
“Future Ideals in the 2000s” as part of efforts to become “A Graduate School-
404Information accessed from SNU’s ‘Overview: The SNU Spirit’ - 
http://www.useoul.edu/about/ab0101.jsp on 15 July 2009. 
405Information accessed from SNU’s ‘Overview: History’ - http://www.useoul.edu/about/ab0102.jsp 
on 15 July 2009. 
406Information accessed from SNU’s ‘Overview: History’ - http://www.useoul.edu/about/ab0102.jsp 





Centered International University”407. There is an emphasis on the university as an 
“international” university.  Later, in the beginning of the 21st century, this focus 
was tuned to place greater emphasis on undergraduate and general education so 
that “the school should be developed into a world-class research and graduate 
school-centered university”408
the “The Long-Term Development Plan” was adopted in 2007 
with clear visions in three stages: enhancing educational 
achievement at the highest level globally by the year 2010; 
securing the highest world-class level of research capability by 
focusing on interdisciplinary research by 2015; and leading the 
university to become a world-class research university by the year 
2025
.  There is a high sense of obligation in stressing that 




 (italics my own).  
There is a focus on achieving educational excellence “at the highest level globally” 
by 2010 in order to remain and be competitive.  There is also a focus on achieving 
the “highest world-class level of research” by focusing on interdisciplinary 
research (which is the way to go in a globalizing world – crossing disciplinary and 
intellectual boundaries) by 2015 and ultimately the goal is to become a “world-
class research university” by 2025.  The emphasis on achieving the “highest level” 
standards positions the university as an ambitious institution that is aspiring to 
reach the heights of excellence and be recognized as one.  In highlighting target 
years in attaining these positions, SNU positions itself as a committed and 
motivated university.  There is an emphasis on aspiring to be a world-class and 
hence a ‘global’ university.  The university makes clear about its ambitions in 
becoming and attaining the status of a ‘global’ university.   








As such, whilst focusing on its position within the local community, SNU 
seeks to be ‘global’ in its outlook, ‘global’ in its connections and making world-
class contributions.  It is stated that in “Overview: The SNU Spirit” sublink of the 
“About SNU” link that “[a]s Korea's leading research university, Seoul National 
University is committed to diversifying its student body and faculty, fostering 
global exchange, and promoting path-breaking research in all fields of 
knowledge”410
In the following section, I present a detailed analysis of how SNU validates 
and substantiates this on-going construction of its identity as a ‘global’ university.  
I suggest that like NUS, it appeals to the core values of (i) interconnectedness, (ii) 
excellence and to a lesser extent, (iii) entrepreneurship.  I also suggest that in 
addition to these values, SNU appeals to the use of the English language as an 
index of being ‘global’ in constructing its identity as a ‘global’ university.  These 
core values of interconnectedness, excellence and entrepreneurship are realized 
through SNU’s discursive strategies of emphasis on (i) alliances and the 
international nature of SNU’s members, (ii) SNU’s ‘global’ rankings, caliber of 
students and the significance of SNU’s symbols and (iii) the molding of ‘global’ 
students respectively.  These strategies are largely promotional in nature as they 
serve to construct the university as an English-speaking institution that is 
interconnected, excellent and enterprising – values that index globalization 
processes and hence a ‘global’ identity. 
.  There is a focus on encouraging, attracting and creating an 
international student and faculty community, establishing ‘global’ alliances and 
exchanges and making breakthrough contributions “in all fields of knowledge” – 
thus establishing itself as an interconnected and excellent institution.   
                                                            
410Information accessed from SNU’s ‘Overview: The SNU Spirit’ - 





Similar to the other universities’ websites that were discussed in the earlier 
chapters, I suggest that SNU’s website, especially its “About SNU” link is 
interdiscursively complex, marrying two or more genres and discourses in 
producing a hybrid genre carrying hybrid discourses.  The “About SNU” link is 
more than just the traditional information-giving genre but also marries elements 
from the promotional genre and the entrepreneurial or business genre.  This hybrid 
genre carries hybrid discourses arising from the information-giving, promotional 
and neoliberal (or entrepreneurial) discourses.  As such, the “About SNU” link is 
an interdiscursively complex genre that ultimately aims to brand and promote the 
university as a national university with a ‘global’ identity.  So before I go on to a 
detailed textual analysis to highlight how these core values of interconnectedness, 
excellence and entrepreneurship are expressed and in turn construct SNU as a 
‘global’ institution, I first analyze the prevalent discourse practice of the website, 
focusing on the concept of interdiscursivity. 
 
7.2 Analysis: Discourse Practice (Interdiscursivity) 
This section aims to uncover the discursive elements of promotion and 
enterprise that are intertwined within the traditional information-giving genre and 
discourse of such university websites.     
 SNU’s website, “About SNU”, like most other ‘About X’ links on 
university websites, seems to on the surface just provide information on the 
university.  However, on closer analysis, the discursive practices are 
interdiscursively complex as the link not only carries elements of the information-
giving genre and discourse, it also carries elements from the promotional and 





The following is a content and structural analysis of the “About SNU” link.  
The content and structure of the “About SNU” link (accessed on 15 July 2009) is 
as follows: 
 
 About SNU 
• Overview 
o The SNU Spirit 
o History 
o Facts 
o Symbols &Identity 
o Brochure & Video 
o Gallery 
• President’s Office 
o Message 
o Biography 
o Curriculum Vitae 
o Selected Speeches 
o History of the Office 
• SNU in the World 
o Global Standing 
o International Partners 
• Organization 
• Maps and Directions 
o Gwanak Campus 
o Yeongeon Campus 
o Campus Map 
Although the content of the “About SNU” link is mainly to provide 





and present students and staff, other universities (for collaborative or competitive 
purposes) and potential and current business partners, investors and sponsors, I 
suggest that such information is largely promotional in nature in promoting SNU to 
these audiences.  As such, I look at some of the sublinks in how they are 
interdiscursively complex. 
The “Overview: The SNU Spirit” sublink of the “About SNU” link mainly 
gives information on SNU’s spirit, its history, facts and figures about SNU, an 
explanation on the significance of the symbols of the university and on SNU’s 
promotional collateral like that of its brochure and video.  It is said on the sublink, 
“[w]elcome to Seoul National University, Korea’s first national university and the 
indisputable leader of higher education in Korea”411
The personal and interactive tone further comes through as SNU itself is 
personified as an agent that expresses its commitment to build a university and 
produce students ready for the future.  SNU communicates that it is “is committed 
to preparing students to work and live in an increasingly competitive global 
environment” and that “[a]s Korea's leading research university, Seoul National 
University is committed to diversifying its student body and faculty, fostering 
global exchange, and promoting path-breaking research in all fields of 
.  This message is personalized 
where audiences are ‘welcomed’ to the university although they are not physically 
on site.  The interactive tone adopted here is not typically used in pure information-
giving genres.  This interactive tone used tries to engage audiences and encourages 
audiences to delve deeper into the website – allowing the website to perhaps act as 
a promotional instrument to promote the university.   








.  The purpose of this commitment expressed by SNU seems to be to 
communicate and inculcate a belief in potential students and their parents, staff, 
other universities, business partners and investors that SNU is indeed working 
towards becoming a ‘global’ university. 
413
• The Founding Years 
 sublink of SNU not only provides historical 
information on SNU in how it came to be but the history is presented in a way that 
traces and highlights its growth as a university entangled in a war-torn country to 
its development into a national university and to its growth as a ‘global’ university.  
The history of SNU in fact promotes the university as one that has succeeded and 
grown even in the face of adversity.  The history is presented in the following 
manner through the following headlines:  
From the founding of the University in October of 1946, through the Korean War,  
to the re-opening of the school in September of 1953.  
• The Formative Years: Building the University of the Nation  
From return to Seoul in September of 1953, to February of 1975. 
• Integrating the University System 
From February of 1975 when the main campus was moved to Gwanak to December 
of 1987 
• Democratization of the University  
From June of 1987, when the military government surrendered to the civil 
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democratization movement followed by the “June 29 Democratization Declaration”, 
to December of 1999. 
• From a National University to a Global University 
The beginning of the 21st century and beyond.414
The history thus clearly traces its “[f]ounding years” to its building as a 
“University of the Nation” to its growth to a “Global University” in the “21st 
century and beyond”.  The information on SNU’s history, presented in this manner, 
is clearly promotional and not just a mere recount of its history. 
 
The “Facts”415 sublink on the ‘About SNU’ link provides all the necessary 
facts and figures on SNU for example, on the number of colleges, departments, 
faculty and students it has.  However, I suggest that this sublink does not merely 
provide statistical figures.  The breakdown of the statistics allows the information 
presented to be promotional in nature.  For example, there is not just a reporting of 
the number of staff and students.  This information is broken down into the 
“[n]umber of international faculty” and the “number of international students”416.  
This serves to promote the university as international and interconnected, attracting 
staff and students from around the world.  In presenting statistics on “[r]esearch 
activities”417
 
, SNU’s ranking on the Science Citation Index is highlighted in 
reporting the number of journals it has published as in the following: 
                                                            
414All information accessed from SNU’s ‘Overview: History’ - 
http://www.useoul.edu/about/ab0102.jsp on 15 July 2009. 
415Accessed at http://www.useoul.edu/about/ab0103.jsp on 15 July 2009. 
416Information accessed from SNU’s ‘Overview: Facts’ - http://www.useoul.edu/about/ab0103.jsp 






• 4,291 in 2007 (24th in the world) 
3,635 in 2006 (32nd in the world) 
3,946 in 2005 (30th in the world) 
3,116 in 2004 (31st in the world)418
This contributes to promoting the university as an excellent university that is 
clearly climbing the ladder in such rankings.  
 
The “Overview: Brochure and Video”419 sublink under the “About SNU” 
link provides an option to download the SNU brochure in PDF format.  This allows 
the website to function as a promotional tool in that people can access promotional 
material and collateral like the university brochure online.  The slogan “Leading 
the Way SNU”420 on the SNU brochure positions SNU as a leader.  The sub-
heading on the brochure that says “From a Leader in Asia to a Global 
Powerhouse”421
The “SNU in the World”
 highlights the transition of SNU from being a “leader in Asia” to a 
“Global Powerhouse”.  This is similar to NUS’ transition in its position as 
“Singapore’s Global University” to “A Leading Global University Centred in 
Asia” as mentioned in Chapter 6.  Both ‘emerging’ universities are thus clearly 
working on this construction of a ‘global’ identity.   
422 sublink with its accompanying sublinks “Global 
Standing”423 and “International Partners”424
                                                            
418ibid. 
 clearly are also promotional in nature.  
419Accessed at http://www.useoul.edu/about/ab0105.jsp  on 15 July 2009. 
420Information accessed from SNU’s ‘Overview: Brochure and Video’ - 
http://www.useoul.edu/about/ab0105.jsp on 15 July 2009. 
421ibid. 





Under the “Global Standing” sublink, SNU’s ranking according to the Times 
ranking is highlighted. To better illustrate this rise, a graph is presented visually to 
show its improvement in ranking from the year 2004 as depicted in Image 5.   




Image 5: SNU’s Global Ranking425
The rising arrow shows SNU’s rise through the years in university rankings 
worldwide.  Besides emphasis on its ranking amongst other universities in the 
world, there is also emphasis on SNU as a “[g]lobal leader in research”




once again there is a visual representation of its ranking on the Science Citation 
Index as in the following (see Image 6): 
 
 
                                                                                                                                                                        
423ibid. 
424Accessed at http://www.useoul.edu/about/ab0302.jsp on 15 July 2009. 
425Information accessed from SNU’s ‘SNU in the World: Global Standing’ - 










Image 6: SNU’s Ranking on the SCI427
In the SNU’s “International partners” sublink, SNU highlights all of SNU’s 
partners.  This information is presented via links to each country and university 
highlighted so that audiences can learn more about the partnerships.  The list of 
SNU’s partners is grouped according to continents to show SNU’s world-wide 
reach as in the following (see Image 7). 
 (accessed on 15 July 2009) 
Image 7: SNU’s Partnerships Across the Globe428
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 (accessed on 15 July 2009) 
428Information accessed from SNU’s ‘SNU in the World: International Partners’ - 





Clearly the information presented in the “Global Standing” and 
“International Partners” sublinks is promotional as such information (enhanced 
visually and graphically) serves to “shout out” SNU’s excellence in terms of 
rankings highlighted and its interconnectedness in terms of its partnerships – thus 
promoting the university as a ‘global’ institution. 
 
7.3 Analysis: Textual Practice 
How SNU constructs its ‘global’ identity by appealing to the core values of 
interconnectedness, excellence, entrepreneurship and the use of the English 
language as an index of being ‘global’ is analyzed below by examining the 
discursive strategies that construct such an identity. 
 
7.3.1 Core Value of Interconnectedness 
7.3.1.1 Alliances 
SNU highlights in its “[i]nternationalization [e]fforts” under the “Global 
Standing” sublink of the “SNU in the World” sublink that “Seoul National 
University aims at becoming more than a national university for the Korean people 
- it aims to be a university for the world”429.  Part of its efforts in striving to be a 
“university for the world” is in establishing alliances and agreements with other 
“universities/colleges/institutes”430.  It is said that the “[n]umber of MOU 
exchanged with universities/colleges/institutes”431
                                                            
429Information accessed from SNU’s ‘SNU in the World: Global Standing’ - 
 is at 530 as of April 2008.  It is 
also said on the “International Partners” sublink of the “SNU in the World” sublink 
http://www.useoul.edu/about/ab0301.jsp on 15 July 2009. 
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that “[a]s of 2008, it has signed more than 500 academic exchange agreements with 
universities and institutions in 40 different countries”432.  The significance of the 
number of exchange agreements is highlighted through the use of the adverbial 
phrase “more than” and the provision of statistics.  This becomes promotional as 
this highlights the extent of SNU’s international reach.  SNU’s wide-reaching 
interconnectedness through partnerships is also made prominent through the use of 
visuals like Image 7 which shows SNU’s connections with countries across 
continents.  SNU also stresses that “[u]nder these MOUs, over 2,000 international 
students and researchers are in our various programs”433
Not only is there an emphasis on the number of alliances and partnerships 
made, there is more importantly an emphasis on creating these alliances with 
“leading universities” as said in the “SNU in the World” link that “[i]t has 
exchange programs with leading universities around the world ….”
.  The use of the 
preposition “over” in “over 2,000” once again highlights and promotes the large 
number of international students taking part in SNU’s programs.   
434.  It is also 
said on the “International Partners” sublink that “Seoul National University has 
gained a reputation of being an international institution by carrying out exchanges 
with renowned universities and colleges around the world”435
                                                            
432Information accessed from SNU’s ‘SNU in the World: International Partners’ - 
http://www.useoul.edu/about/ab0302.jsp on 15 July 2009. 
.  Hence there is a 
focus on establishing alliances with “leading” and “renowned universities and 
colleges around the world”.  It seems paramount that the status of these partners is 
stressed as this in turn would signal SNU’s position – as a leading and renowned 
433ibid. 
434Information accessed from SNU’s ‘SNU in the World: Global Standing’ - 
http://www.useoul.edu/about/ab0301.jsp on 15 July 2009. 
435Information accessed from SNU’s ‘SNU in the World: International Partners’ - 





university too.  There is an assumption in place here that given that SNU is 
‘worthy’ of partnering such institutions, SNU must too enjoy such status and 
reputation as its partners.  
The news piece on one of the highlights on the homepage (accessed on 15 
July 2009) (see Image 4) mentioned in the introduction – “SNU Makes a Global 
Alumni Connection”436, says that “[o]verall, SNU has had graduates from 55 
countries, most of which are from Asian countries and very few from European 
countries”437
The news piece highlighted on the same homepage, “Hand in Hand with 
European Universities”
.  The emphasis on the “very few [graduates] from European 
countries” signals a concern that there is a lack of graduates originating from 
Europe which could mean that SNU’s reach is not as international as it wishes it to 
be.   
438 (not shown in Image 4) seems to address this concern of 
lack of graduates originating from Europe.  The news states that “President Lee has 
visited several renowned European universities”439
                                                            
436Information accessed from SNU’s ‘SNU’s homepage’ - 
.  These universities included 
English institutions like City University London, the School of Oriental and 
African Studies at the University of London and the University of Oxford and 
French institutions like Sciences Po, Ecole Normale Superieure and Ecole 
Polytechnique.  President Lee focused on establishing collaborations with these 
“renowned” universities.  For example, it is said that President Lee discussed with 
the President of City University London, Malcolm Gillies, “on joint degree 
http://www.useoul.edu/ on 15 July 2009. 
437Information accessed from SNU’s ‘SNU News (2 July 2009): SNU Makes a Global Alumni 
Association’ - http://www.useoul.edu/news/news0101_view.jsp?idx=128884 on 15 July 2009. 
438Information accessed from SNU’s ‘SNU’s homepage’ - http://www.useoul.edu/ on 15 July 2009. 
439Information accessed from SNU’s ‘SNU News (25 June 2009): Hand in Hand with European 





conferment and developing an interactive finance specialist program”440.  Such a 
program is positioned to be essential in preparing students for the globalized world.  
The program would expose students to working and studying in both countries 
where it is said that President Gillies “proposed a system in which students of both 
universities would [for example] study and be trained in financial regulation both 
in Seoul and London”441.  In fact this is positioned as an extension of their 
collaboration as it is said that “[t]he two universities have been cooperating 
actively since November 2005….”442
Collaborations with Oxford is also said to have been as early as “their first 
academic exchange agreement in 1994”
.   
443.  It is said to be a university SNU “has 
been working closely with”444.  In fact it is said that “[i]n 2004, Vice-Chancellor 
Hood visited SNU and renewed the agreement which led to the successive 
academic exchange between the two universities that continues to this day”445 – a 
continuing relationship with Oxford is emphasized.  The tone adopted here by 
SNU is almost boastful of its close ties with Oxford.  By highlighting SNU’s close, 
continuous relationship with Oxford, SNU’s reputation is enhanced in enjoying 
some of the high reputation accorded to Oxford.  In order to establish even stronger 
links, it is said that “[t]he SNU delegation [is said to have] contributed a 
manuscript of Kim Jung-o’s ‘Dong-yeo-do’ and another 400 books on Korean 
Studies to the University of Oxford so as to activate Korean Studies research in 
Oxford446













This is signaled as part of an effort to share knowledge, improve 
intercultural relations and understanding, as a function of SNU’ globalizing effort 
in spreading knowledge about Korea to the world.  In fact these resources are said 
to have been “donated to the famous Bodleian Library, one of the most celebrated 
libraries in the world”447
Besides establishing and strengthening collaborations with English 
universities, Lee is also said to have “headed for France, where he once again 
worked on improving exchanges between SNU and renowned French 
universities”
.   
448
Another highlight on the SNU homepage accessed on 15 July 2009 (refer to 
Image 4) that establishes SNU’s interconnection with the world at large is the link 
“‘SNU America’ Opened in Los Angeles”.  The news piece on this highlight states 
that “[s]ince 2007, SNU has been working to establish an overseas institution 
which can serve as a bridge between its main campus and a more global setting”
.  There is here once again the highlighting of the universities SNU 
alliances with as being “renowned”.  This emphasis on the kinds of universities 
SNU allies with is similar to NUS which also stresses the kinds of “renowned” and 
“premier” institutions it allies itself with (as mentioned in Chapter 6).  This seems 
a crucial strategy for ‘emerging’ universities in their bid to establish for themselves 
similar reputations and statuses as ‘benchmark’ universities. 
449
                                                            
447ibid. 
.  
The ‘SNU America’ is positioned as SNU’s linkage with the ‘global’ setting.  This 
use of the metaphor of a “bridge” seems to make reference to the process of 
globalization as globalization has often been defined as the crossing of boundaries.  
‘SNU America’ is positioned as a center that “will serve as a base for further 
448ibid. 
449Information accessed from SNU’s ‘SNU News (2 July 2009): SNU Makes a Global Alumni 





cooperation with American universities, and provide international internships and 
opportunities for studying abroad”450.  There is a focus and emphasis on 
cooperation with American universities.  It is also pitched as a center that will 
perhaps provide opportunities for Korean students to enjoy “international 
internships and opportunities for studying abroad” – hence providing opportunities 
for ‘global’ exposure and experience.  President Lee is quoted as saying that “[w]e 
saw the need for an overseas base as we intensified our globalization efforts.  I 
hope SNU America will work as a home for further cooperation and promote SNU 
internationally”451
As SNU is intensifying globalization efforts, there is a need for an office 
overseas.  The location being in America is significant given the early American 
influence mentioned in the narratives on the history of SNU.  SNU shows that it 
values relations with American institutions and perhaps sees America as the center 
of the world – as a link to its globalizing efforts.  There seems to be a dual 
objective to the setting up of the center – firstly, to further cooperation perhaps 
through more collaborations, exchanges and so forth and secondly, to promote 
SNU globally.  In fact, in the future, it is said that  
.   
SNU is planning to expand the role of SNU America to that of a 
branch campus equipped with education and research 
capabilities” and currently, “SNU America will be opening 
regular courses along with Korean Studies courses and will be 
giving orientations to international students coming to SNU”452
 
.   
It is hence positioned as a center to encourage interconnectedness through a two-
directional flow between students in Korea and America. 
 
 








7.3.1.2 The International Nature of SNU’s Members 
Another discursive strategy that SNU adopts in emphasizing how 
interconnected the university is by highlighting how international the community at 
SNU is.  SNU states in the “Overview: The SNU Spirit” sublink that it is 
“committed to diversifying its student body and faculty”453
The link “Faculty Recruitment” on the SNU homepage accessed on 15 July 
2009 (refer to Image 4) highlights that “Seoul National University is globally 
recruiting world class scholars”.  The accompanying sublink “Apply for SNU 
Faculty positions” is promotional in the sense that the imperative clause “Apply for 
SNU Faculty positions” invites prospective applicants to apply online.  The link 
leads to the “International Faculty Recruitment”
 where there is a focus 
on internationalizing its student body and faculty.   
454 webpage where it states that 
“[a]s the premier university in the Republic of Korea, SNU seeks outstanding, 
international scholars to strengthen its position on the global map”455
The international nature of the faculty is also highlighted in the “Overview: 
Facts” sublink of the “About SNU” link where there is an emphasis on the 
.  The 
objective of recruiting international scholars is clear – that is to strengthen its 
‘global’ position.  SNU is out to attract not only international faculty but also those 
who are world-class to increase or maintain the standard of excellence in the 
university.  This shows SNU’s ‘global’ reach and the need to introduce ‘global’ 
perspectives within its community.  
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“[n]umber of international faculty”456 which is set at 209 as of April 1, 2008.  
There is also the highlighting of the “[n]umber of faculty contributing to teaching 
and research at overseas universities”457
The student body is also pitched as international in the highlighting of the 
“[n]umber of international students at SNU”
 which is set at 140 for the period April 
2007 to March 2008.  Here there is a dual focus on how international the faculty is 
– how there is the crossing of geographical boundaries in and out of Korea, where 
there is both the inflow of international faculty coming into SNU and the outflow 
of faculty from SNU to overseas universities.   
458 which is at 2,740 as of April 1, 
2008.  In a bid to further internationalize the student body at SNU, SNU states that 
in the “Global Standing” sublink that it “has launched an international summer 
program, internship program and scholarship program to attract international 
students”459
I suggest then that the these discursive strategies of emphasis on (i) SNU’s 
alliances and (ii) the international nature of SNU’s members contribute to the 
construction of SNU as an interconnected institution. 
.  Here, it is assumed that an international student body will lend a hand 
in SNU’s commitment to becoming a ‘global’ institution.   
 
7.3.2 Core Value of Excellence 
The SNU spirit under the “Overview: The SNU Spirit” sublink is stated as 
“A Tradition of Excellence”, “Honoring Public Service” and “Pioneering 
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Knowledge”460.  SNU is thus focused on achieving and sustaining excellence.  
SNU further states that “[i]n teaching, research and public service, Seoul National 
University continues to set the standard of excellence”461
 
.  It is presupposed 
through the use of the verb “continues” here that SNU has already set the standard 
of excellence.   
7.3.2.1 SNU’s ‘Global’ Ranking 
In order to support and justify SNU’s positioning as an excellent institution 
and its aspiration to become a ‘global’ institution, SNU strongly emphasizes its 
‘global’ ranking within universities worldwide.  SNU’s emphasis on its standing in 
the world is also provided as evidence that the academic community recognizes 
SNU’s rising position as a ‘global’ institution.  It is said that on the “Global 
Standing” sublink that “[t]he University’s scientific and academic competence has 
been internationally recognized”462
SNU highlights on its homepage accessed on 15 July 2009 (refer to Image 
4) that the “Times Higher Education – QS World University Rankings [p]laced 
SNU in the top 50 universities in 2008, up from 51st in 2007”.  There is an 
emphasis on its rising position.  This emphasis on its rising position is also 
depicted visually in Image 5
 through the ‘global’ rankings.   
463
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 to show its improvement in ranking from the year 
2004.  Further evidence of SNU’s position as a ‘global’ university is also provided 
by stating that “SNU was also recognized as a world-class university in rankings 
http://www.useoul.edu/about/ab0101.jsp on 15 July 2009. 
461ibid. 
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Another appeal to the use of rankings to support and justify its positioning 
as a ‘global’ institution is its ranking on the Science Citation Index (SCI) which is 
the “worldwide standard for assessing research capacity”
.  SNU signals here how important this external recognition of 
SNU’s identity as a ‘global’ institution is to SNU.   
465
journals
.  The SCI is said to 
“cove[r] 6,400 of the world's leading  of science and technology, but 
mainly those in the English language” (Wikipedia 2009).  SNU highlights that it 
ranks 24th in the year 2008 on the “World University Rankings by Number of SCI 
Publications”466.  In this way, SNU positions itself as a “Global Leader in 
Research” given its “numerous contributions to scientific research ....”467
It is also interesting that it is the number of SCI publications that are 
highlighted here, as these are mainly in the areas of science and technology.  These 
are areas of discipline, as mentioned earlier, that are more valued in the present 
global knowledge economy.  These publications are also said to be largely in the 
English language where there is the alluding to the use of the English language as 
it is an index of globalization processes or of being ‘global’.  
.  There is 
an emphasis on the bar graph (refer to Image 6) that highlights SNU’s positioning 
such that SNU is ahead of universities like Oxford, Yale University and MIT 
which are typically known to be internationally renowned universities.  This is 
provided as evidence of SNU’s position as a ‘global’ university in relation to these 
‘benchmark’ universities.  
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7.3.2.2 Caliber of Students 
There is a focus on the kinds of students accepted by the university.  In the 
narratives of the history of the university, it is highlighted that as a result of  
strict entrance exams beginning in 1955, only the most highly 
qualified students began to enter the University. Young and 
passionate professors joined the school as well ....” and this led to 
the “placing [of] the school as the indisputable leader of higher 
education in Korea468
 
.   
The university thus ensured that only the brightest and best entered the university 




SNU adopts many symbols to represent its identity.  Through these visual 
symbols highlighted on the website in the “Overview: Symbols & Identity”469
 
 
sublink, SNU conveys and communicates its identity and the characteristics and 
virtues it pursues, adopts and is committed to.  Although the symbols also 
represent the value of interconnectedness discussed above, I suggest that the 
symbols seem more to represent and convey the value of excellence as upheld by 
the university.  Some of the symbols discussed are the university’s emblem, the 
main gate, the school tree and the school bird. 
Emblem 
The emblem which stands for SNU is a “dark blue insignia of a laurel 
entwined with a crossed pen and torch standing behind an open book and a 
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shield”470.  The motto of the university, “Veritas Lux Mea”471 which is Latin for 
‘The Truth is My Light’ is inscribed on the opened pages of the book.  This motto 
is resounding of Harvard’s motto which is ‘Veritas’, meaning ‘Truth’.  It is said 
that the “laurel symbolizes the honor and glory of learning, and is used to illustrate 
that Seoul National University is the indisputable leader in academia”472.  The 
visual of the laurel thus stands for SNU’s identity as “the indisputable leader in 
academia” – a positioning of excellence that SNU makes throughout the narratives.  
The pen and the torch visuals are said to “stand for the university’s determination 
to lead the nation’s development through education and research”473.  The national 
role of the university is highlighted here once again in its role to lead the nation’s 
development.  It is said that the “insignia overall signifies the school’s will to lead 
the future through education and the pursuit of truth”474
 
.  There is an emphasis on 
the university’s role in the future, more specifically, in its ability to influence the 
future through education and the pursuit of truth.  Nouns like “determination” and 
“will” used to describe the university’s commitment to lead the nation and 
influence the future, reflect the strong resolve on the part of the university to be a 
light for the nation and the future.  All these point to a pursuit of excellence by the 
university for the benefit of Korea and the future in general. 
Main Gate 
It is said that the “huge triangular main gate of the school is the most 
widely known monument to represent Seoul National University” where the “gate 
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resembles the shape of a key”475.  In this case, “[t]he key symbolizes the school’s 
determination to pursue the virtue it states in its motto ‘Veritas Lux Mea.’”476.  
Once again there is an emphasis on SNU’s determination to pursue the truth which 
can be understood as the pursuit of excellence.  The significance of color and light 
is highlighted in how SNU manipulates these to convey a message about SNU’s 
goals and aims.  It is said that “[t]he color was changed from yellow to a light 
silver gray, and lights were placed around the gate to illuminate this famous 
structure in the nighttime”477.  The changes to the colors and lights “were made to 
signify that Seoul National University is an educational facility welcoming all and 
to underscore the university’s role as the leading hall of learning moving forward 
day and night”478.  SNU therefore positions itself as an open university that is a 
leading academic institution.  It is further said that “the main gate shines 
throughout the night as the key to pursuing virtue”479
 
.  As the gate acts as the 
school’s landmark, it signifies the university’s pursuit of the virtue of truth or 
excellence. 
School Tree – The Zelkova Tree 
The Zelkova tree is “Seoul National University’s school tree [which] 
symbolizes the virtues of open-mindedness and generosity”480
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.  It is said that the 
“Zelkova trees have strong immunity against diseases and have clean leaves and 










[t]he longevous and generous characteristics of zelkova trees 
resemble Seoul National University’s fundamental beliefs: the 
determination to embrace the entire world’s wisdom as an 
academic leader and to carry on this determination forever481
 
. 
Once again, there is the emphasis on SNU’s commitment to academic excellence 
and leadership.  There is also a commitment to the seeking of the world’s wisdom 
and the embracing the world’s ideas.  SNU is thus positioning itself as ‘global’ in 
perspective, open to new wisdoms and ideas.  It is said that “[t]he school respects 
the sublime values of a scholar akin to the solid and bold branches of the tree and 
is prepared to embrace ideas of the world like the wide canopy of the zelkova 
tree’s branches”482
  
.  It conveys its determination and preparedness to embrace the 
wisdoms of the world – to pursue excellence.  
School Bird – The Crane 
The bird that represents the school is the crane.  It is said that the “gracious 
figures and the way they spread their wings and fly make cranes an excellent 
embodiment of what the future of academic studies should represent”483.  SNU is 
said to “lon[g] to emulate cranes’ sophistication and noble character in their pursuit 
of academic excellence, rising above the vulgar interests of the world”484
The repeated emphasis on SNU’s “determination”, its “will” and its 
“prepared[ness]” to lead the nation and the future by embracing “ideas of the 
.  The 
university once again positions itself as being committed and motivated to 
pursuing academic excellence through the verb “longs” – indicating a yearning to 
achieve this excellence.   









world”, pursuing truth, education and research strongly positions SNU as a 
university never wavering in its pursuit of excellence.   
As such, these discursive strategies of emphasis on (i) SNU’s ‘global’ 
rankings, (ii) caliber of students and (iii) the significance of its symbols construct 
SNU as an institution that is excellent. 
 
7.3.3 Core Value of Entrepreneurship 
7.3.3.1 Molding ‘Global’ Students 
It is said in the “Overview: The SNU Spirit” that SNU is “committed to 
preparing students to work and live in an increasingly competitive global 
environment”485.  There is recognition that SNU and its community function in a 
‘global’ environment and that there is a need to prepare students to survive in such 
an environment.  SNU is also said to value and honor the “ideals of liberal 
education” and is said to aim to “teach students a lifelong love of learning that will 
form the basis for continuous personal growth”486
Even in establishing alliances, there is a focus on exposing students to 
‘global’ experiences.  For example, it is said that one of the reasons SNU 
established an agreement regarding student exchange with the University of 
London was because the University of London provides “a vigorous, global 
.  Similar to Harvard, there is a 
focus on inculcating a love for lifelong learning, recognizing that in today’s world, 
lifelong learning is essential due to the rapid growth of knowledge.  As such, there 
is a focus on developing and molding ‘global’ students with the right knowledge 
and the right attitude towards this knowledge economy who can succeed in a 
global economy. 
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atmosphere, where approximately 50 percent of its postgraduate student body is 
composed of international students”487
SNU perhaps justifies its role as an institution that is worthy of producing 
and molding students who will be and are ready for the ‘global’ economy by 
appealing to SNU’s position in the “Professional Ranking of World Universities” 
in terms of “the number of CEO-position alumni in the world’s 500 leading 
companies”
.  Such an environment is to benefit SNU 
students, as in exposing them globally, students are able to draw on ‘global’ 
experiences and perspectives.  This would then simultaneously construct students 
who are ‘global’ in outlook. 
488.  SNU is said to rank as 16th in the world in 2008.  It is said that this 
position in ranking is “testifying to the efficiency of SNU’s professional training 
programs” – these programs are hence positioned as up to the standard of training 
and educating students to function in the global economy.  It is also said that SNU 
“has produced many leaders in world business”489
 
.  This further justifies SNU as a 
credible institution in its positioning as an institution able to mold and produce 
‘global’ students.  This also positions SNU as an enterprising institution 
contributing to world business through its graduates.  This discursive strategy of 
emphasis on molding ‘global’ students hence positions SNU as an enterprising 
institution. 
7.3.4 The Use of the English Language as a ‘Global’ Index 
SNU also alludes to the use of the English language as an index of being 
‘global’.  SNU interestingly highlights the number of courses that are offered in 
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English in the “Overview: Facts” sublink.  For example, it states that the “[n]umber 
of courses offered in English” is at 471 and “[u]ndergraduate core courses offered 
in English”490
It also highlights as part of its “internationalization efforts” under the “SNU 
in the World” sublink that “[t]he university is planning to build an international 
campus where all lectures will be conducted in English”
 is 4.  Perhaps the highlighting of the courses offered in English 
signals SNU’s progressive path to becoming a ‘global’ university – opening its 
doors to international students and allowing international students to study at the 
university because of the language accessibility.   
491
 
.  The significance of 
the English language is highlighted here in how English is used to signal SNU as a 
‘global’ institution.  The English language is thus deemed as an index of being 
‘global’ or as a sign of the ‘global’ where English is a resource and commodity to 
have in a globalizing world. 
7.4 Conclusion 
This chapter has examined how SNU constructs for itself the identity of 
being a ‘global’ institution by appealing to the core values of (i) 
interconnectedness, (ii) excellence, (iii) entrepreneurship and to the use of English 
as an index of being ‘global’.  I proposed that these core values were appealed to 
by employing the discursive strategies of emphasis on (i) alliances and the 
international nature of SNU’s members, (ii) SNU’s ‘global’ rankings, caliber of 
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students and the significance of SNU’s symbols and (iii) the molding of ‘global’ 
students respectively.  
How the ‘emerging’ universities of NUS and SNU construct ‘global’ 
identities for themselves has been investigated in Chapters 6 and 7 respectively.  
The next chapter ties together the analyses of all four case studies, discusses the 
social practices of the four universities studied and articulates the ideological 























A DISCUSSION OF FINDINGS AND IDEOLOGIES 
 
8.1 Introduction 
Chapters 4 to 7 examined how two ‘classes’ of universities - the 
‘benchmark’ and the ‘emerging’ universities - construct for themselves ‘global’ 
identities by appealing to the core values of interconnectedness, excellence and 
entrepreneurship (and in the case of the ‘benchmark’ universities, also the theme 
of continuity) via the use of discursive strategies specific to each university.  It is 
to be noted here that there is to a large extent, the use of similar discursive 
strategies by each university in appealing to respective core values.   
The case studies examined suggest that there is an underlying assumption 
made by the ‘benchmark’ universities that they have already attained this status of 
a ‘global’ identity, especially by appealing to the theme of continuity.  The theme 
of continuity that runs through the narratives of the websites of Harvard and 
Oxford in constructing the universities as being traditionally ‘global’ is possible 
because of the rich and long histories of these two universities.  Fairclough 
(2006a) highlights how globalization and social change “do not simply dispense 
with the past – on the contrary, change coexists with continuity, and the way in 
which things change in particular places depend upon the social and historical 
contexts” (2).  As such, changes within Harvard and Oxford are pitched as change 
that coexists with continuity due to their long and established histories.  In this 
way, they pitch themselves as having been traditionally ‘global’. 
On the other hand, due to the relatively (and quite substantially) shorter 





universities do not appeal to the theme of continuity in establishing their ‘global’ 
identities.  It must however be noted that SNU does appeal to its history (in a 
different way from the ‘benchmark’ universities) in establishing its present aspired 
‘global’ identity.  In the analysis of SNU’s data in Chapter 7, I have suggested that 
SNU’s turbulent history shared in its website provides the background to its 
construction as Korea’s leading, national university and its aspiration towards a 
‘global’ university status.  This is because SNU’s history is presented in a way that 
maps out its growth from a university fighting for its national status in a war-torn 
country to a university aspiring for a ‘global’ status in the world.  However as 
mentioned earlier, the role of history in the construction of ‘global’ identities 
differs in the cases of the ‘benchmark’ universities and SNU here as the 
‘benchmark’ universities appeal to a theme of (historical) continuity in establishing 
their identities as being traditionally ‘global’ while SNU appeals to its history in 
providing the background to SNU’s current aspiration to attain this ‘global’ 
identity.  Following the same strain of thought, it can also be argued that NUS also 
appeals to its ‘history’ in constructing its ‘global’ identity by drawing for example, 
on its past achievements and contributions in constructing itself as an excellent 
institution and hence, a ‘global’ one. 
Therefore as compared to the ‘benchmark’ universities, there is an 
underlying assumption communicated through the narratives on NUS’ and SNU’s 
websites that they are still in the process of achieving this status of a ‘global’ 
identity - although it must be pointed out that at times, there is the message 
communicated that these universities have already reached such a status.  
Nevertheless, it is quite clear that the ‘benchmark’ universities communicate their 





been traditionally ‘global’ and in doing so, lack (the need for) the explicit branding 
of themselves as ‘global’.  On the other hand, the ‘emerging’ universities 
communicate their ‘global’ identities in a somewhat less confident manner as there 
seems to be a recognition that they are still in the process of attaining such a status 
or have just fairly newly attained such a status.  As such they clearly attempt to 
explicitly brand themselves as ‘global’ to emphasize this branding in order to have 
this branding established.   
For example, in providing information and in indirectly promoting itself on 
its website as an interconnected and excellent institution, there is no hedging on the 
part of Oxford.  There seems to be great pride in communicating how excellent 
Oxford is, when it says “[o]ur tutorial system is famous for the intensive, rigorous 
education it provides”492
Oxford has defined the English language for many people around 
the world, through the dictionaries and other books of Oxford 
university Press (OUP), the world’s largest university press, 
present in 50 countries”
 (italics my own).  The relational verb “is” used, 
communicates the confidence Oxford has of its reputation of having an intensive 
and rigorous education.  Another example is when it says, 
493
 
 (italics my own).   
There is no hedging involved in its claim of how it “has defined” the English 
language for many around the world.  It also says in its website that “[o]ur research 
and students have fundamentally shaped the world we live in today”494
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own).  The use of the relational verbs “is”, “has” and “have” (in italics) in the 
examples discussed in this paragraph points to how confident Oxford is in 
communicating how excellent it is because of its “intensive, rigorous education”, 
its role in having “defined the English language for many people around the world” 







and in how Oxford’s students have “fundamentally shaped the world”.  The Oxford 
website’s “International”495 link directs readers, through the use of imperatives, to 
“[r]ead”, “[l]earn” and “[f]ind out” about how and why Oxford “has become one of 
the world’s most influential and international universities”496
The above examples show the confidence and pride Oxford has in its 
reputation and its standing worldwide.  This is juxtaposed with the kind of 
positioning SNU makes.  SNU is constantly communicating how it is “committed” 
and “determined” to becoming interconnected and excellent, and hence ‘global’.  
For example, SNU says that it is “determined to be the premier institution of higher 
education that could represent the country, and further enrich the future of the 
nation”
.  There is once again 
certainly no hedging involved in how Oxford positions itself.  The relational verb 
“has become” describes Oxford as “as one of the world’s most influential and 
international universities”.  This status of Oxford as an interconnected institution is 
presented as a universal truth.  The adverb “most” used to describe it as “one of the 
world’s most influential and international universities” further elevates the status of 
the university.  This phrase also defines the university as one of the ‘benchmark’ 
universities.    
497
                                                            
495Accessed at 
.  This is juxtaposed with the possible use of the relational verb “is” as in, 
‘SNU is the premier institution of higher education ….’.  There is hence a fair 
amount of hedging in SNU’s positioning as a “premier institution of higher 
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communicates that “[a]s Korea's leading research university, Seoul National 
University is committed to diversifying its student body and faculty, fostering 
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global exchange, and promoting path-breaking research in all fields of 
knowledge”498
The use of different linguistic features in the discourses of both these 
universities allows for differing degrees of the ‘global’ identity construction – 
linguistic differentiation creates differing identity constructions.  So whilst having 
or striving for similar ‘global’ identities, there are also local differences.  This is 
because although the discursive strategies of emphasis highlighting the shared 
values of interconnectedness, excellence and entrepreneurship may be similar 
across the universities studied, the examples given for each university is local in 
nature.  This global/local dialectic arises out of the social practices within which 
each university is situated.  This is because the nature of the universities is very 
much dependent on the nation states from within which they function. 
.  This is once again juxtaposed with the possible use of the 
relational verb ‘has’ as in ‘SNU has a diversified student body and faculty….’. 
Once again, there is some form of hedging on the part of SNU in communicating 
how interconnected it is.  SNU communicates that it is striving to be 
interconnected as opposed to having achieved that status.  There is a difference 
here in the striving for a certain status as opposed to having already achieved that 
status.  This is perhaps telling of the different stages or levels at which these 
universities are in terms of branding and constructing ‘global’ identities for 
themselves as ‘benchmark’ and ‘emerging’ universities respectively.   
 
8.2 Social Practice 
In Chapter 1, I have discussed the changes to the nature of higher education 
around the world because of the impact of globalization.  Here, I look at the social 
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practice of the nations from within which these universities discussed function.   
 
The United States of America (The US) – (Harvard) 
The US is now considered the only super-power in the world and as a result 
of the increasing global interdependence between nations due to the processes of 
globalization, it exhibits enormous influence politically, socially and culturally 
around the world.  In fact, as mentioned in Chapter 1, globalization has sometimes 
been considered or viewed as synonymous with Americanization.   
American universities, in response to globalization, neoliberal practices and 
increasing competition, have made significant changes to their higher education 
policies.  Amongst this is the increased privatization of its universities with the 
adoption of business and management-oriented policies and styles.  With a 
decrease in state funding, American universities need to compete locally too 
between themselves for research dollars.  Nevertheless, although direct 
investments in research by the government have reduced through the years, the 
federal government still has a hand in stimulating university research by 
establishing certain acts to encourage business and industry interest in university 
research.  For example, there was an increase in industry research and development 
(R&D) support to universities after the publication of the National Cooperative 
Research Act.  According to Gladieux and King (1999), industry R&D support to 
university research was $510 million in 1980 and by 1995, this increased to $1.6 
billion (as cited in Ma 2008: 73).  As Ma (2008) asserts, “[i]n this way, the federal 
government has become less of a sponsor and more of a facilitator for partnerships 
between universities and industry” (73).  This governmental involvement in 





US’s economic competitiveness in a global economy by getting the “universities 
involved with the needs of the nation” (Ma 2008: 72).   
Realizing the need to be able to compete locally as well as internationally, 
as universities around the world emulate American practices and become 
competitors for share of students in the education market, American universities 
are also actively participating in the process of internationalization.  In fact, in 
order to expose American students to foreign experiences and cultures, “area study 
programs with federal grants were established on many US campuses beginning in 
the 1970s” (Ma 2008: 77) so that more American students could go on exchanges 
and so forth.  There is also an increase in emphasis on universities creating 
alliances with other local and foreign universities so as to increase collaborative 
research and interdisciplinary learning, increase access to international resources 
and add a ‘global’ dimension to students’ curricula.  In fact as early as 1948, the 
US government established the Fulbright Program which provides grants for 
international educational exchanges.  This 
underscored from the outset that academic mobility plays a 
significant role not only for academic elites and for researchers 
but also for the broader goals of contributing to an understanding 
among people and cultures not accustomed to communicate at 
ease and thereby contributing to world peace (Altbach and 
Teichler 2001: 9).   
 
Whilst at that time, the motivating factor of the Fubright Program was to establish 
world peace, the propelling factor now is globalization.  The US, in a bid to further 
internationalize its institutions, also introduced policies and programs like the 
“Abraham Lincoln Study Abroad Fellowship Program’s goal of sending 1,000,000 
US students abroad by 2016” (Brustein 2007: 389).   
This active engagement with the processes of internationalization by the US 





globally competent workers – “[e]ven within the United States, according to the 
CED499
[t]he United States has been widely viewed as the most attractive 
host country for mobile staff and students …..  In 1980, more than 
35% of the internationally mobile students went to the United 
States for the following major reasons: high quality of higher 
education programs in many fields, structured provision of 
academic programs including course-based degrees for graduate 
education, opportunity for immigration and academic careers in 
the United States, availability of prestigious fellowships for some, 
superior marketing of US institutions of higher education, 
excellent support services for foreign students at some US 
universities, the use of English as the medium of academic work, 
the global influence of the United States, and so on. 
 report, there is a great demand for globally competent workers who 
possess the skills to transcend cultural barriers and work together in global teams” 
(Brustein 2007: 384).  Another motivation is revenue.  In making American 
universities more ‘international’ or ‘global’, more income is generated into the US.  
In fact, it is the case in that “[i]n the USA, education is the second largest export 
market behind agriculture and the second largest domestic industry behind health 
care” (Abeles 2001: 564).  According to Altbach and Teichler (2001: 11),  
 
It must however be noted that due to increase in competition from other 
universities around the world, the number of students going to US has decreased.  
In order to attract more students to the US, the American government has a new 
campaign to attract Chinese and Indian students to the US.  The US secretary for 
international trade is quoted in an article in the 15 August 2007 issue of Newsweek, 
written by Vencat (2007), as saying that “[i]t’s the first time in history that 
Washington has actively marketed its education system overseas”.  This is because 
with globalization, “[t]he days are long gone when the world’s best schools – 
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Harvard and Yale, Cambridge and Oxford – could rest on their laurels and expect 
their best students to come to them” (ibid.). 
 
The United Kingdom (The UK) - (Oxford) 
The UK is a member of the European Union (EU).  The EU has been on a 
quest to rising the standards, profiles and achieving a world-class status for the 
universities within its member states.  Two particular approaches have been put in 
place to achieve this – the Lisbon Strategy500
by 2010 the European Union must become the most competitive 
and dynamic knowledge-based economy in the world, capable of 
sustainable economic growth, with more and better jobs and 
greater social cohesion (
 and the Bologna Process.  The 
Lisbon strategy set out in March 2000 aims that  
The UK Higher Education Europe Unit 
2010 ).   
Universities hence play a crucial role in the EU achieving this status of the “most 
competitive and dynamic knowledge-based economy in the world”.  To enable 
HEIs to contribute to this achievement, various enhancements to the HEIs were 
focused on, including “enhancing quality in HE [Higher Education] across Europe; 
removing barriers to student and teacher mobility; promoting lifelong learning and 
guidance; improving Europe’s research capacity; and encouraging language 
learning” (ibid.) 
The Lisbon Strategy’s implications for higher education are closely linked 
to the Bologna Process.  Both aim to create a European Higher Education Area 
(EHEA) by 2010. The Bologna Declaration, is a “pledge by 29 countries to reform 
                                                            
500A mid-year review of the Lisbon Strategy in 2004 revealed that the objectives set out were 
muddled and the results achieved were not convincing.  The Lisbon Strategy was then relaunched in 






the structures of their higher education systems in a convergent way”501 at the 
European level.  It has a clearly defined goal which is to “to create a European 
space for higher education in order to enhance the employability and mobility of 
citizens and to increase the international competitiveness of European higher 
education….”502.  Amongst its objectives is the aim of achieving a “common 
framework of readable and comparable degrees”503 of higher education across all 
European countries in order to raise standards.  Another objective is “the 
elimination of remaining obstacles to the free mobility of students (as well as 
trainees and graduates) and teachers (as well as researchers and higher education 
administrators)”504
As stated in the UK position statement on the Bologna Process, the UK 
supports the Bologna Process (UK Position Statement on the Bologna Process 
2003).  This support is based on three reasons.  Firstly, the Process’s push for 
increased student and staff mobility “has produced students with transnational 
experience, cultural maturity, and not least, language ability; experience and skills 
which are increasingly required by employers in the European labour market”.  
Secondly, recognizing the increasingly competitive nature of higher education 
around the world, the ability “to remain part of mainstream European HE, and to 
ensure [UK] institutions continue to be well-placed to compete in the international 
student market at both undergraduate and postgraduate level” is attractive.  
 to increase student and staff mobility.  Hence there is embedded 
in both approaches a focus on the internationalization of higher education in the 
EU in order to increase the international competitiveness of European universities. 
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Thirdly, with the Bologna Process bringing about an interface between the EHEA 
and the European Research Area (ERA), Europe’s research capacity will be 
strengthened and students are “exposed to a research environment and to research-
based training in order to meet the needs of Europe as a knowledge society” (ibid.). 
Another program established by the EU to encourage student and staff mobility is 
the ERASMUS Program, established by the EU in 1987.  This program “supports 
more than 100,000 mobile students annually in Europe, as well as a substantial 
number of academic staff” (Altbach and Teichler 2001: 9). 
Besides supporting the Lisbon Strategy, the Bologna Process and the 
ERASMUS program which encourages more exchanges between the European 
countries and their HEIs, the UK also has an eye out on attracting the non-
European market to its HEIs.  Apart from raising universities’ profiles as ‘global’ 
or ‘international’ in a bid to remain competitive, another motivation for 
internationalization of higher education in the UK, like in the US, is the 
profitability of it.  The ‘Education UK’ campaign by the British Council - which 
was established in 1999, after ex-Prime Minister Tony Blair announced in 1999 of 
“the launch of his government’s policy to attract more international students to the 
United Kingdom” (Sidhu 2002:22) - boosted this internationalization of higher 
education in the UK with its aim of increasing Britain’s market share of 
international students.  The campaign created  
a powerful and coherent way of encouraging students who are 
considering overseas study to choose the UK.  It is a success 
story, generating increased demand for UK education by 
reinforcing and developing perceptions – and challenging 
negative perceptions.  The Education UK brand is now used by 
British Council in over 85 countries (refer to British Council: 






A look at the ‘Education UK’ website505 reveals how the UK positions 
itself and its higher education in attracting international students.  The UK 
positions itself historically as a “country renowned for the quality of its research 
and the reputation of its academics”506 and it is further said that “combined with a 
centuries-old tradition of excellence and an innovative approach to teaching ... UK 
education [is] recognised and respected all over the world”507.  The UK’s selling 
point here is in its historical positioning as an educational institution.  It also 
positions itself in its colonial role as the “natural home”508 of the English language.  
The pull of its positioning as the ‘birthplace’ of the English language is 
emphasized in attracting foreign students to come to the UK to learn English.  This 
historical fact can be considered a strategy to “wrest market share from its key 
competitor, the United States” (Sidhu 2002: 33).  It also emphasizes on its pull as a 
multicultural society when it is said on the British Council’s ‘Life in the UK’ 
website509 that, “[a]s an international student you’ll fit straight into the UK’s 
multicultural society”510
                                                            
505Accessed from ‘British Council. A UK Education’ - 
.  Thus the quality of education, the chance to learn 
English in its birthplace and the experience of studying in a multicultural society 
are pitched as the pulls of a UK education.  It is interesting that such a marketing 
strategy employed by the UK Education campaign is close to that employed by 
Oxford which also positions itself as traditionally an excellent and international 
institution with English as its selling point – where Oxford positions itself as “the 
http://www.educationuk.org/A-UK-
education on 4 April 2010. 
506Information accessed from ‘British Council. A UK Education’ - http://www.educationuk.org/A-
UK-education on 4 April 2010. 
507ibid. 
508ibid. 
509Accessed from ‘British Council. Life in the UK’ - http://www.educationuk.org/Life-in-UK  on 4 
April 2010. 
510Information accessed from ‘British Council. Life in the UK’ - http://www.educationuk.org/Life-





first University in the English-speaking world”511
Hence it can be seen through the Lisbon Strategy and the Bologna Process 
that European universities (including the UK) are working towards raising their 
profile on the world stage through a focus on research and internationalization.  At 
the same time, it is interesting that the UK seems to communicate through its 
‘Education UK’ campaign that it is still the center for education and it is the 
foreigners who will gain from contact with UK institutions. 
.  Besides governmental support 
for programs and campaigns to increase internationalization of the UK HEIs, the 
colleges and universities themselves are on a marketing drive.  It is said in the 
same article by Vencat (2007) in the 15 August 2007 issue of Newsweek, that “[i]n 
Britain, 79 percent of colleges and universities are increasing their marketing and 
recruitment efforts abroad [in 2007]”.   
 
Singapore - (NUS) 
Today, Singapore is a highly-developed market economy that is striving to 
reinvent itself as a “dynamic global city” (Economic Development Board of 
Singapore 2009b).  It has been constantly emphasized by the government that 
Singapore can only prosper if the island “embrace[s] globalisation with open arms” 
(Tan 2007 in an article in The Straits Times on 16 February 2007).  Singapore has 
done just that – successfully.  By embracing globalization, Singapore is 
“[c]onnected to the world through trade, commerce, and transportation” and 
“represents the positive face of globalisation and its benefits” (as written by the 
Prime Minister of Singapore, Lee Hsien Loong 2006, in an article in The Business 
Times on 12 September 2006).  Singapore was ranked 4 times in 7 years as the 
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world’s most globalized nation by the A.T Kearney Globalization Index 512, 
including in the latest 2007 ranking, ahead of countries like the US.513
In order for Singapore to remain top in a competitive economy, it has 
focused on being a knowledge-intensive economy.  In spelling out Singapore’s 
latest formula for economic growth, Singapore’s Defence Minister Teo Chee Hean, 
emphasized four attributes that would propel Singapore to greater heights.  They 
are ‘Trust’, ‘Knowledge’, ‘Connected’ and ‘Life’.  Speaking on the role of 
‘Knowledge’ in Singapore, Defence Minister Teo Chee Hean stressed that  
.  It ranks top 
in how freely foreign investments flow in the country and in the ability of 
Singaporeans to stay connected to the world through traveling and communication.   
‘Knowledge’ expresses Singapore’s standing in the knowledge 
economy, [Singapore’s] commitment to high levels of education 
and skills, complex manufacturing, high-value-added services, 
technological savvy, IT competency, R&D and creativity…. 
[Singapore] is a knowledge and talent hub where people in 
different fields create, grow and exchange ideas (as quoted in an 
article written in The Straits Times on 20 April 2007, entitled 
‘The Little Red Dot That Signifies Our Hopes and Dreams).   
 
The government recognizes the role of education in supporting the needs of 
developing a competitive knowledge-economy.  Singapore’s ex-Prime Minister 
Goh Chok Tong said in the APEC Education Minister’s Meeting in 2000 that “our 
young must reach out to the world, understand the complexities and the potential of 
globalisation, and live and compete in the global village. Education must arm them 
with the tools to succeed in this new world” (Goh 2000).  The role of universities 
especially in preparing and producing students who are globally-competent and 
competitive for a global knowledge-economy is recognized.  In response, the 
government loosened its grip on its state universities and corporatized the two state 
                                                            







universities of Singapore, NUS and the National Technological University (NTU) 
in 2006, with the hope of making these universities more entrepreneurial and 
globally-competitive in terms of market share of international students, innovation 
and research.  This has also driven NUS and NTU to ‘brand’ themselves as “A 
Leading Global University Centred in Asia”514 and a “Global University of 
Excellence”515
In order to firstly, increase the ‘global’ competency of its students by 
increasing higher education enrolments and secondly, to increase the market share 
of students in the region, the Singapore government has also been encouraging the 
setting up of branch campuses of a few major and reputable HEIs its Global 
Schoolhouse initiative.  Those which have successfully established branch 
campuses here include INSEAD, Chicago Booth Graduate School of Business and 
New York University’s Tisch School of the Arts.  With this move, “Singapore 
plans to attract even more students, faculty, researchers and professionals from all 
over the world to make the city-state a global talent hub” (Economic Development 
Board of Singapore 2009a).    
 respectively.  However, it must be noted that there is still a 
significant amount of state control over the universities in recognition of their 
national roles as the government “need[s] to ensure that [the national] universities’ 
missions remain firmly aligned with [the government’s] national strategic 
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South Korea - (SNU) 
There was a wide range of social and political reforms that were neoliberal 
in character after the IMF Crisis from 1997-2001.  This led to “neo-liberal reforms, 
namely deregulation, privatization, diversification, and globalization” in South 
Korea (Abelmann et al. 2009: 232).  South Korea has seen rapid economic growth 
and South Korea’s education system has been identified as contributing to this 
growth in its provision of quality workforce (Lim 2005).  In South Korea, there is 
“state-managed deregulation of higher education in accordance with the neoliberal 
values of efficient self (i.e., campus) – management, productivity/excellence, 
diversification, and global competition (Mok and Welch 2003; Mok, Yoon, and 
Welch 2003; OECD 2000)” (as cited in Abelmann et al. 2009: 232) which still 
points to a fair amount of state control.  In fact it is claimed that the Korean 
government “still exerts strong control over every sector of education from 
elementary to higher education.” (Lim 2005: 25) 
As part of the Korean government’s influence and control of education in 
Korea, is its emphasis on English language learning.  Although Korea was never 
under the colonial rule of an English-speaking country,  
the strong military presence and the economic and cultural 
influence of the United States in the southern half of the Korean 
peninsula that continue to the present day make Korea 
comparable in important ways to former colonies of English-
speaking nations (Park 2009a:  18).   
 
As such there is a strong American influence in Korea and as such, also the 
influence of the English language.   
The government’s emphasis on the teaching and learning of the English 
language results from the government’s view that English is crucial in “Korea’s 





valuable language, English language teaching has been part of the national 
curriculum of Korea for some time.  According to Park (2009a), “[a]s of 2008, 
English is taught as a mandatory subject from elementary school (3rd grade) to high 
school” (34) and in January 2008, the newly appointed Korean president Lee 
Myung-bak declared that “by 2012 all English classes in primary and secondary 
schools will be conducted only in English (Gang 2008)” (40).  Given that a large 
proportion of Koreans attend high school and beyond, and also seek private 
English lessons, “most Koreans can be thought of as having at least some exposure 
to English language learning” (Park 2009a: 34).  
This use of the English language is also being encouraged in Korea’s HEIs 
in a bid to make them more attractive to the international community.  
Emphasizing the increasing use of English as a medium of instruction in 
universities is also a strategy in constructing these Korean HEIs as ‘global’.  This 
emphasis on the exposure to and learning of the English language and the 
significance of this to the Korean people will be discussed in detail under the 
discussion of the ideology of globalization as Americanization. 
As such, with the growing impact of globalization, governments around the 
globe need to “review their education systems and different reform measures have 
been introduced to improve the overall education quality in order to enhance their 
[i.e. both nations and their HEIs] competitiveness in the globalizing economy 
context (Mok, 2003a,b)” (Mok 2008: 528).  The discussion of the social practices 
of the nations within which the four universities analyzed as case studies function, 
contextualize and explain why these universities construct for themselves ‘global’ 






8.3 Ideological Articulation and Implications 
As mentioned in Chapter 3, I will be referring to the framework for 
articulation of (language) ideologies as proposed by Gal and Irvine (2000).  As 
mentioned in Chapter 3, although their framework specifically addresses the 
articulation of language ideologies, I propose that their framework is suitable for 
the examining of ideologies in general, as all ideologies arise from the articulation 
of differences (a central point in their framework).  Ideological articulation arises 
from the articulation of differences.  The hybrid genre of the university websites 
together with the hybrid discourses that appeal to the core values of 
interconnectedness, excellence, entrepreneurship and the theme of continuity 
through specific discursive strategies as identified in the case studies, suggest a 
kind of distinctive discourse of globalization used by these universities in 
constructing and branding themselves as ‘global’ institutions.  In this way, the use 
of this kind of discourse of globalization as opposed to another kind of discourse, 
lends itself to the construction of a ‘global’ identity versus a ‘non-global’ 
identity516
Gal and Irvine (2000) suggest that there are three processes by which 
“people construct ideological representations of linguistic differences” (Gal and 
Irvine 2000: 37) - iconization, fractal recursivity and erasure.  Below I elaborate on 
what each process means. 
.   
 
Iconization 
Iconization is the process whereby “[l]inguistic features that index social 
groups or activities appear to be iconic representations of them, as if a linguistic 
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feature somehow depicted or displayed a social group’s inherent nature or essence” 
(Gal and Irvine 2000: 37).  Here I wish to point out that the definition of 
iconization that I adopt for the purposes of my paper is a looser definition as 
opposed to the strict definition as used by Gal and Irvine (2000).  Gal and Irvine 
(2000) view iconization as that which “entails the attribution of cause and 
immediate necessity to connection (between linguistic features and social groups)” 
(37).  Therefore there is an “implication of necessity” and “a linkage that appears 
to be inherent” (Gal and Irvine 2000: 37-38).   
Gal and Irvine’s (2000) strict definition of iconization is better suited for 
discussions on linguistic ideologies where the linguistic variety itself is iconic of 
certain values.  My study is not dealing with linguistic ideologies per se but 
associations of meanings with globalization or ideologies of globalization.  In my 
discussion of ideologies of globalization, linkages are not inherent as there is no 
necessary connection between the discourse and some social phenomenon or value 
but rather, the discourse just signals or points to some social phenomenon that is 
linked to globalization.  A looser definition of iconization is thus needed for the 
purposes of my thesis. The context in which my data situates itself is within a 
competitive environment, i.e. the competitive environment of higher education.   In 
such a competitive environment, there may be disagreements in the industry as to 
what are iconic representations.  For example, in the soft drinks industry, Coca-
Cola may position its drink as iconic of the American but Pepsi may disagree and 
instead aim to position its drink as iconic of the American.  Hence, what is iconic 
can be put up for disagreement in a competitive environment and there ceases to be 
a linkage that is inherent.  Rather, the discourse points to or indexes some value.  It 






According to Gal and Irvine (2000: 38), fractal recursivity “involves the 
projection of an opposition, salient at some level of relationship, onto some other 
level”.  This means that “the dichotomizing and partitioning process that was 
involved in some understood opposition (between groups or linguistic varieties) 
recurs at other levels” (Gal and Irvine 2000: 38).  Essentially, these oppositions 
“create identity that may be reproduced repeatedly ….” (Gal and Irvine 2000: 38).   
It is to be noted here, that for the purposes of my study which involves 
identity construction, besides projections of oppositions, there may also be cases of 
differences within a scale.  For example, the ‘global’ rankings of universities 
suggest or position universities along the scale in terms of more to less ‘global’ and 
not just ‘global’ versus ‘non-global’.  There is hence a hierarchy established 
between universities.  However, for the sake of convenience, in my discussion, I 
refer to ‘global’ versus ‘non-global’ identities. 
 
Erasure 
Gal and Irvine (2000: 38) define erasure as  
the process in which ideology, in simplifying the sociolinguistic 
field, renders some persons or activities (for sociolinguistic 
phenomena) invisible …. [so that] [f]acts that are inconsistent 
with the ideological scheme either go unnoticed or get explained 
away.   
What is being identified here is the absence of mentions of significant facts, 






These three processes will be used to ‘flash’ out the underlying ideologies 
that are prevalent in this construction of a ‘global’ identity by the universities 
studied.   
I suggest that the very act of constructing ‘global’ versus ‘non-global’ 
identities is ideological as the process of recursivity is at work.  As discussed under 
social practice, universities largely construct for themselves ‘global’ identities 
arising out of their contexts.  This opposition in the construction of identities 
occurs at various contextual levels.  Oppositions in ‘global’ status or identity are 
established at the level of nations within the world system with rankings like the 
globalization index that allow for oppositions to be created between nations that 
are deemed ‘global’, those that are less ‘global’ and those that are not.  This 
opposition between ‘global’ versus ‘non-global’ nation states is reproduced at the 
level of universities located within the nation states.  This also encompasses 
distinctions or oppositions between ‘benchmark’ and ‘emerging’ universities 
located within different nation states.  Here, the ‘benchmark’ universities are 
perceived as iconic of ‘global’ universities.    
In the case of ‘benchmark’ universities, the theme of continuity suggests 
that recursivity does not preclude the same level (as opposed to different levels). 
Universities like Harvard and Oxford, because of their long, rich and successful 
histories, appeal to the traditions of excellence and interconnectedness in their 
construction of their identities as traditionally ‘global’ institutions.  In this way, 
they appeal to the theme of continuity where the process of iteration or repetition is 
key.  I suggest that this process of iteration is a special case of the process of 





iterated at the same level.  In this way, the ‘global’ identities of Harvard and 
Oxford are reinforced through the years.  This also allows for “the most prestigious 
and well-recognized universities … to convert a long-entrenched academic 
reputation into a fully capitalizable brand” as there is “accumulated brand-value” 
(Wernick 2006a: 567) as a result of the theme of continuity. 
Another level of opposition is within institutions locally.  Oxford, for 
example, quite often compares itself with other HEIs within the UK and 
distinguishes itself as the best institution locally.  Oxford compares how 
outstanding its students are compared to the other HEIs in the UK when it stresses 
how “[o]ver 45 per cent of students completing an undergraduate degree go on to 
further study compared with a national average of just 23 per cent”517
[i]n 2008, nine Oxford academics were elected to the Fellowship 
of the British Academy.  This represented almost a quarter of 
new Fellowships awarded in this year, and was more than from 
any other institution
 .  It 
compares how “over 45 per cent” of its students proceed to further studies as 
opposed to the “national average of just 23 per cent”.  Another example in which 
Oxford highlights its position locally between the other HEIs in the UK is when 
Oxford stresses how  
518
Oxford positions itself as perhaps as having the most excellent faculty between all 
the universities in the UK when it stresses that it has Fellowships awarded to its 
faculty “more than … any other institution”.  In this way, oppositions are created 
between universities locally as well in terms of perhaps what is more ‘global’ than 
another or what is ‘global’ and what is not.   
 . 
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I suggested in Chapter 1 that there are three main ideologies of 
globalization that weave through the narratives in the websites which brand the 
universities as ‘global’.  These are i) the neoliberal ideology of globalization, ii) 
the techno-science ideology of globalization and iii) the ideology of globalization 
as Americanization.  To recap from Chapter 1 what these ideologies are – i) the 
neoliberal ideology of globalization is suggested to play out in two ways.  The first 
is in the construction of students as ‘global’ or having the ‘neoliberal personhood’ 
through the use of essentially a  neoliberal discourse – that is, having experiences, 
perspectives, skills, mindsets and passions to survive and function in the new 
global and knowledge economy.  The second is the ideology of ‘being marketized’ 
essentially arising from the use of both the neoliberal discourse and the 
promotional discourse.  Public service industries are increasingly becoming 
corporatized, like higher education, with the increase in the focus on the ‘free 
market’ economy.  As such, there is more concern for example, with conducting 
research that has commercial value as opposed to research that is not deemed to be 
marketable.  The ii) techno-science ideology of globalization is closely linked to 
this ideology of ‘being marketized’.  This refers to the near obsession with the 
fields of science and technology in this global and knowledge economy as these 
are the areas of discipline that are identified as essential and necessary by 
governments in their pursuit of economic development and success.  The iii) 
ideology of globalization as Americanization is where globalization or being 
‘global’ ‘equates’ to being Americanized.  Studies have shown how there is a 
tendency for Asian universities to adopt Anglo-Saxon strategies in an attempt to 





I now move on to a discussion of how these ideologies are articulated and 
reinforced in the narratives of the university websites. 
 
8.3.1 The Neoliberal Ideology of Globalization 
Construction of ‘global’ students 
As pointed out in Chapters 4 to 7, all four universities investigated as case 
studies, employ the discursive strategy of emphasis of molding its students as 
‘global’ students in appealing to the core value of entrepreneurship.  Harvard 
College’s mission statement as examined in Chapter 4, clearly focuses on the 
development of its students as embodying the values and characteristics of being 
expressive, innovative, critical, productive, responsible, having initiative and 
constantly self-improving.  I suggested in Chapter 4 that these are the kinds of 
values and characteristics that are essential in today’s global knowledge economy.  
Oxford focuses on “developing a new generation of business leaders and 
entrepreneurs”519 by providing the right environment and facilities to nurture this 
entrepreneurial spirit in its students and to enable them to be successful in this 
global knowledge economy.  NUS’ ‘Enterprise Cluster’ is said to be established 
“to nurture talents with an entrepreneurial and global mindset”520
                                                            
519Information accessed from ‘Education and Training’ - 
.  There is a 
strong correlation emphasized in the NUS website narratives between having an 
entrepreneurial spirit and a ‘global’ mindset.  SNU too expresses that it is 
“committed to preparing students to work and live in an increasingly competitive 
http://www.ox.ac.uk/enterprise/education_and_training/index.html on 19 February 2010. 
520Information accessed from NUS’ ‘Enterprise Cluster: About Us’ - 





global environment”521.  All four universities also emphasize that various 
international activities like the establishment of alliances between universities that 
allow for exchange programs, overseas research trips, overseas internships and so 
forth further expose the students to ‘global’ experiences and perspectives.  As 
mentioned in Chapter 6, in the ‘Why Exchange Abroad’ sublink in the NUS 
website, it is underscored that an advantage of going on an exchange program, is 
the ability to “strengthen your résumé” as “[s]tudying abroad can give you the 
skills employers desire such as versatility, maturity, confidence, independence, and 
the ability to work with people of different cultures”522
Essentially what is required of present students in this current globalizing 
world is ‘global’ competency where it is defined as the ability “not only to 
contribute to knowledge, but also to comprehend, analyze, and evaluate its 
meaning in the context of an increasingly globalized world” (NASULGC
.  As such, a student who 
has had ‘global’ experiences is pitched as the ideal candidate for the current 
employment market where being ‘global’ in outlook is considered necessary.   
523
the ability to work effectively in international settings; awareness 
of and adaptability to diverse cultures, perceptions, and 
approaches; familiarity with the major currents of global change 
and the issues they raise; and the capacity for effective 
communication across cultural and linguistic boundaries (Brustein 
2007: 383). 
, 2004, 
as cited in  Brustein 2007:382).  The skills that come along with ‘global’ 
competency are  
 
I suggest then that the kinds of values and characteristics mentioned above like 
being innovative, critical, having initiative, constantly self-improving, having an 
                                                            
521Information accessed from SNU’s ‘Overview: The SNU Spirit’ - 
http://www.useoul.edu/about/ab0101.jsp on 6 February 2009. 
522Information accessed from NUS’ ‘International Relations Office: Why Exchange Abroad?’-  
http://www.nus.edu.sg/iro/nus/students/whyexchange.html on 28 July 2009. 





entrepreneurial spirit, ‘global’ experiences, perspectives and outlook all index 
(refer to the process of ‘iconization’) what a ‘global’ student should be.  In this 
way then, students therefore seek institutions that will aid them in achieving such 
values and characteristics.   
Abelmann et al., in their 2005 paper on ‘The Uneven Burden of Vitality’ 
look into the  
transformed ways that contemporary college students in South 
Korea envision and narrate human development – namely, ideal 
ways to mature.  Foremost, they are committed to becoming vital 
people who lead active and enjoyable lives – people who ‘live and 
work hard”, aim to experience the world to the fullest, and are 
able to circulate in a wide and increasingly global arena (33).   
 
They suggest that students, functioning in a global knowledge economy realize that 
a new mode of being needs to be established as a requirement of “what it takes to 
succeed in the contemporary economy” (Abelmann et al. 2009: 230).  This new 
mode of being in a global knowledge economy, requires amongst other values, a 
sense of ease and comfort in being global or feeling “at home in the world” (see 
Anagnost 2000; Park and Abelmann 2004, as cited in Abelmann et al. 2005: 34) 
and of “English mastery” (Abelmann et al 2009: 230).  According to one of the 
interviewees interviewed by Abelmann et al. (2005), Heejin, who attends an elite 
college, “the march to the world, English, endless credentials, ever-rising 
standards, and the like are the registers of vitality …” (39) or “self-development” 
(Abelmann et al. 2009: 235).  Abelmann et al. (2005) refer to this new mode of 
being students seek as that of being “vital”.  I suggest that this characteristic of 
being “vital” is comparable to being “global”.   
The obsession with this new mode of being in this new global economy 
“reflects the contemporary, global, neoliberal turn in which individuals take 





which is a “lifelong creative capital development” (Abelmann et al. 2009: 232) and 
are “increasingly becoming self-managers who must “produce themselves as 
having the skills and qualities necessary to succeed” (Walkerdine 2003:240, as 
cited in Abelmann et al. 2005: 34).  As such, they seek out universities which are 
able to confer upon them this ‘global’ identity.  As a result, Abelmann et al. (2005) 
point out that universities aim to “deeply enact the new global capital 
development” (36) that students seek in order to succeed in the contemporary 
economy.  Universities are then increasingly striving to position themselves as 
“confer[ring] [neoliberal personhood’ or] vitality in a “brand”-like manner ….” 
(35).  This is evident in for example, SNU, where the increasing use of English 
language as academic lingua franca is emphasized.  Another example of a 
university trying to confer upon itself a brand of being “vital” or ‘global’ is the 
NUS in how it stresses on its multiple alliances with international, world-class 
institutions and its opportunities for overseas exposures through its various 
programs in inculcating the “sense of the global” (Abelmann et al. 2005: 39) in its 
students.  In fact, it is said that “[c]entral to that brand capital is globalization itself, 
namely universities’ differential ability to go global (e.g. the extent of study abroad 
opportunities, of English-language course offerings etc)” (Abelmann et al. 2009: 
229).  This is the kind of “campus capital” (37) that students increasingly seek – 
where this term is used to refer to the kind of status conferred upon these students 
by universities.  Students are attracted to universities that promote such “neoliberal 
personhoods” as these universities ultimately function as their personal brands and 
come to represent who they are.  
The process of recursivity then comes to play here as when universities are 





having ‘global’ identities.  These universities then act as students’ brands – 
‘global’ universities produce ‘global’ students.  At the same time, these universities 
in stressing that they produce students who are ready to face the global 
environment then simultaneously construct for themselves ‘global’ identities.  
Hence there is a dialectic relationship between institutional identities and the 
identities of students produced by institutions.  The ultimate aim of the molding or 
producing of such ‘global’ students is the development of manpower for the global 
knowledge economy.   
In this way, as a result of the neoliberal ideology of globalization, students 
seek to be ‘global’ to survive the global knowledge economy and universities seek 
to construct themselves as ‘global’ with the capabilities to confer upon students 
this ‘global’ brand by molding and producing ‘global’ students.     
 
The marketization of HEIs 
As mentioned earlier, due to the increase in circulation of ‘free market’ 
forces, HEIs are now increasingly corporatized where they are “[a]dhering more to 
the market and corporate  principles and practices, … [and] are now run on a 
market-oriented and business corporation model” (Mok 2007: 441).  In fact, it has 
been said by Wernick (2006b) that “[t]he university has been repackaged, 
including to itself, as a corporate service provider, with students, research users 
and taxpayers as clients” (Wernick 2006: 562).  The universities also have to now 
take into account the demands of its various stakeholders which include besides 





There is also reduced state regulation and with that comes reduced state 
funding.  Hence corporatized universities need to see their own funds.  Like their 
American and British counterparts,  
universities in Asia are now under constant pressure to become 
more ‘entrepreneurial’ and to look for alternative funding sources 
from the market, strengthening their partnerships with industry 
and business (Marginson & Considine, 2000; Olsen & Gornitzka, 
2006 as cited in Mok and Wei 2008: 431).   
 
These include NUS and SNU, which are located in Singapore and South Korea 
respectively, and also other universities in countries like Hong Kong, Taiwan and 
China which have adopted the principles and practices of corporatization. 
HEIs then turn to revenue generating practices and as mentioned in Chapter 
1, this may cause them to lose sight of their traditional role as knowledge-sharing 
and knowledge-imparting institutions.  HEIs are becoming increasingly 
commercialized in nature where there is now the “difference between the 
traditional system of creating new knowledge and the new priority of pushing the 
whole process to the end of the market” (Ma 2008: 67).  In terms of research in 
universities, there is now an “an increased emphasis on university-industry 
linkages, academic entrepreneurship, and the emergence of strategic research” 
(Beerkens 2009: 154) where ‘strategic research’ is “basic research carried out with 
the expectation that it will produce a broad base of knowledge, which is likely to 
form the background to the solution of recognised current or future practical 
problems (Irvine and Martin 1984)” (as cited in Beerkens 2009: 156).  Faculty 
members and researchers are not able then to just “limit their activities to 
publications and patents, but have to become actively involved in the development 
of products based on these technologies and in their commercial exploitation” 





As such, the universities tend to stress on how their research has 
commercial value and are proud to highlight this.  Oxford, for example, highlights 
that the kind of research conducted at Oxford has commercial value where it states 
that “[r]esearch at Oxford University produces technologies and ideas with great 
potential for commercial use”524.  The value of its research is highlighted as having 
“great potential for commercial use”.  The production of such research with a 
commercial end in mind positions Oxford as an enterprising institution as it 
“produces” research with this commercial end in mind.  This research is then said 
to be “licensed to interested parties” and that these “[l]icensees are sought from all 
technology and business sectors on an international basis”525
As mentioned in Chapter 1, because of this focus on research that has 
commercial value, research that focuses on national or local fields and issues may 
not be given any priority or prominence as these may not be deemed to have any 
promotional value.  As a result, important and significant national and local 
research may be overlooked in national universities in favor of issues that are more 
international for commercial purposes.  This makes way for commentators like Bill 
Readings (1996) to “argue that the university now no longer serves primarily in the 
role as inculcator of national culture for the nationstate” (as cited in Bishop 2006: 
564).  As such, “parts of the university act as repositories of knowledge ‘once-
valued’ in an abstract sense but no longer valued in an economic, applied one” 
(Bishop 2006: 564).  This leads to a pertinent question asked by Ma (2008), “… 
.  This emphasis that 
the licensees are sought on an “international basis” serves to highlight how 
international and extensive the reach of Oxford’s research is for commercial 
purposes so much so that there is interest in its research globally. 
                                                            
524Informational accessed from Oxford’s ‘Innovation: Knowledge Transfer’ - 






what is a university; a place for learning, for pursuing the truth, or a place for 
utilitarian purposes” (Ma 2008: 79). 
The universities also constantly stress interdisciplinary knowledge and 
research which is essentially “discussion and learning that break across disciplinary 
boundaries in order to better address the causes, consequences, and search for 
solutions (385) arising from globalization” (Brustein 2007: 386).  For example, 
Harvard set up the Radcliff Institute of Advanced Study in 1999 to focus on 
interdisciplinary learning.  The Institute of Advanced Technologies in Oxford also 
conducts interdisciplinary research.  Oxford also stresses its focus on 
interdisciplinary research and learning by stressing on “the distinctive, 
interdisciplinary approach that [Oxford] bring[s] to … subjects”526.  Under SNU’s 
“The Long Term Development Plan”, the aim of “securing the highest world-class 
level of research capability by focusing on interdisciplinary research by 
2015….”527
                                                            
526Information accessed from Oxford’s ‘Globalisation Research at Oxford’ - 
http://www.ox.ac.uk/international/globalisation_research_at_oxford/index.html on 28 August 2009. 
 is communicated.  There is recognition by SNU that in order to 
achieve a “world-class level of research capability”, it must focus on 
interdisciplinary research to ultimately become a world-class research university 
by SNU’s targeted year of 2025.  This focus on interdisciplinary research arises 
because it is this type of knowledge that is needed in this current era of 
globalization for economic success.  Such research can be suggested to index 
globalization.  In this way, universities need to engage in such research and 
communicate that they conduct such research so that they are able to construct 
themselves as universities that are ‘global’, ready for the global economy.   
527Information accessed from SNU’s ‘Overview: History’ - http://www.useoul.edu/about/ab0102.jsp 





In this way, the neoliberal ideology of globalization is articulated and 
highlighted as I suggest that it is this ideology that has propelled universities to 
become corporatized and be selective of programs and research that have 
commercial value.   
 
8.3.2 The Techno-Science Ideology of Globalization 
The kinds of academic programs and research that are emphasized in the 
narratives of the university websites are typically in the broad areas of science and 
technology (which may also include areas of disciplines like medicine and 
engineering) and these are the areas often identified as having (commercial and 
economic) value too.  As mentioned in Chapter 1, it is these areas of disciplines 
that are identified by nations as contributing to the advancement of nations and to 
economic growth in this global knowledge economy.  As a result, there is a focus 
on these areas of disciplines by governments and hence by HEIs, in pursuit of 
economic success.  I discuss extensively below the case of NUS in how there is a 
significant emphasis on these areas of discipline in the university narratives on the 
website as opposed to disciplines like the arts and humanities. 
A study of the NUS website528
                                                            
528Accessed at 
 on 18 July 2007 of the kinds of alliances 
NUS is involved in and the kinds of contributions NUS makes in the narratives 
reveal the selected areas of disciplines that the university wishes to give 
significance to and pursue.  There is a focus on alliances that are established 
typically in the areas of (I) technology (including biotechnology, nanotechnology 
and infocommunications), where for example, NUS jointly set up a “defence 





technology laboratory”529 with French Onera and Supelec, (II) medicine and 
science (which includes biomedical and life sciences), where for example there are 
the establishments of joint programs between NUS and Sweden’s Karolinska 
Institutet for “medical education and research”530
new master's degree programme
 and the setting up of various 
Master of Science programs by the Singapore-Massachusetts Institute of 
Technology Alliance (SMA), and (III) engineering, where for example, NUS set up 
a “  in advanced engineering materials with the 
Indian Institute of Technology Bombay”531
In the narratives on NUS’ website as accessed on 18 July 2007, there are 
about 53 mentions of alliances in the areas of technology, medicine, science and 
engineering.  However, there is a lack of mention of alliances NUS has in the areas 
of the Arts and Humanities.  There are approximately only 9 mentions of alliances 
established within the whole field of the arts and humanities.  The limited mentions 
in the areas of the arts and humanities include the establishment of a Masters of 
Arts between NUS and the Australian National University
.  Here the discourse of globalization is 
also political as it conveys a perspective that certain forms of knowledge and areas 
of disciplines are more valued than others by focusing on certain research areas. 
532 and the “NUS-in-
Yale and Yale-in-Singapore summer programmes for Faculty of Arts and Social 
Sciences, University Scholars Programmes and Yale University undergraduates to 
study and interact with each other”533
                                                            
529Information accessed from NUS’ ‘Milestones 2004’ - 
.  The latter alliance is not even one based on 
academics but rather on a social and cultural exchange where the subject content of 
http://www.nus.edu.sg/aboutus/milestones/2004.php on 6 February 2009. 
530ibid. 
531Information accessed from NUS’ ‘Milestones 2005’ - 
http://www.nus.edu.sg/aboutus/milestones/2005.php on 6 February 2009. 
532Information accessed from NUS’ ‘Milestones 2004’ - 
http://www.nus.edu.sg/aboutus/milestones/2004.php on 6 February 2009. 
533Information accessed from NUS’ ‘Milestones 2006’ - 





the area of study (Arts and Social Sciences) is not important.  It is to be noted that 
there are about 14 alliances established in the area of law.  These include, for 
example, the Asian Law Institute which is “a collaboration between the NUS 
Faculty of Law and eight other law schools in Asia”534 and a collaboration with 
New York University School of Law to offer a Bachelor’s and Master’s dual law 
degree program which is described as a “highly distinctive and innovative 
programme”535
A study of the narratives further reveals that the research achievements 
highlighted and privileged on the NUS website are typically in the areas of 
technology, medicine, science and engineering.  There are approximately 19 
mentions of research spearheaded in the areas of technology, medicine, science 
and engineering.  There is again a lack of mention of areas of disciplines like the 
arts and humanities.  There is only one instance of mention of research 
spearheaded in the area of the Arts and Social Sciences by the Asia Research 
Institute “in the area of social and cultural change in Asia”
.   
536
Hence, it seems that the areas NUS is predominantly focusing on are in the 
areas of technology, medicine, science and engineering.  The social language of the 
discourse of globalization makes these “forms of knowledge … relevant or 
privileged” (Gee 2005: 13) through emphasis and repetition in the narratives.  
These areas of disciplines can be argued to be “instruments of global capital” 
.  Even this research 
was done in collaboration with the Faculties of Business, Design & Environment 
and Law.   
                                                            
534Information accessed from NUS’ ‘Milestones 2003’ - 
http://www.nus.edu.sg/aboutus/milestones/2003.php on 6 February 2009. 
535Information accessed from NUS’ ‘Milestones 2007’ -  
http://www.nus.edu.sg/aboutus/milestones/2007.php on 6 February 2009. 
536Information accessed from NUS’ ‘Milestones 2003’ - 





(Thurlow and Jaworski 2003: 595) as these areas contribute to the creation of 
knowledge that makes a “contribution to the gross domestic product …, global 
competitiveness, and the national interest” (Robb and Bullen 2004: 3).  According 
to the OECD (1996: 7, as cited in Robb and Bullen 2004: 3), “knowledge, 
especially technological knowledge, is the main source of economic growth and 
improvements in the quality of life”.  These areas generate knowledge that is 
needed in the production of innovative ideas and solutions that can drive economic 
growth.  These disciplines are also the areas of research that have commercial 
value.  It is the case that “market pressures bring greater differentiation among 
disciplines.  Some knowledge and discoveries can be capitalized, while others 
cannot” (Ma 2008: 69).  As such there is increased funding by governments for the 
pursuit of research or establishment of programs in these areas of discipline.  Not 
only do research and programs dealing with these areas of disciplines get more 
funding from governments, these are also the disciplines that inevitably attract the 
most number of students.  Given that these are the areas of disciplines that are 
deemed to drive economic growth, these areas index globalization as one of the 
main results of globalization is the pursuit of economic growth.  Hence, I argue 
that the focus on areas like technology, medicine, science and engineering by NUS 
is a result of NUS being driven by the techno-science ideology of globalization 
which is very much tied to the neoliberal or economic ideology of globalization. 
I suggest that these areas are not only focused on at the university level but 
also at the national level - locally, regionally and globally.  At the local level, 
although NUS has been corporatized since mid-2006, the Singapore government 
still ensures a hand in dealing with the university by funding the university with 





coming up with some key policy initiatives such as the Learning Nation and the 
Masterplan for Information Technology in Education, the Singapore government 
too focuses on these areas to “foster creativity and innovation … to enhance 
national economic competitiveness in the global economy” (Tan 2003: 32).  
Besides economic benefits, by advancing in such areas in line with globalization 
processes, Singapore as a nation is given more recognition as a global player in 
world affairs.  I argue that, other societies at the global level are also driven by this 
neoliberal ideology of globalization and are driven to focus on similar areas.  For 
example, in the US, the R&D initiatives are “dominated by science-engineering-
technology (SET)” while in Europe, “innovation and R&D policy, for the most 
part, remains focused on science and technology” (Cunningham 2004: 115).  The 
process of recursivity is at work here as the areas of discipline that index 
globalization are stressed and emphasized at various levels - the global, regional, 
national and institutional levels. 
A likely reason that the areas of the arts and humanities are not mentioned 
in the narratives is because they are not perceived as contributing to real economic 
benefits.  It is thought that  
[i]n the global knowledge economy, research and learning in the 
arts and humanities is a luxury.  The so-called contributions     of 
the arts and humanities … [are] only valuable when and if they 
can contribute to a system of commercialization and knowledge 
management.  Any discipline, if it wishes to flourish in a 
knowledge economy, must bring to the table a knowledge that can 
contribute to the innovation system.  What [is meant] by this  is 
that it must generate income …. It is about the economic essence 
of knowledge (Robb and Bullen 2004: 1). 
Another reason for the focus on these areas of discipline could be that areas like 





21).  These areas are “globally homogeneous” (Altbach 2004: 16) in their content 
value and hence they are able to attract students from all over the world.  Whereas, 
areas like the arts and the humanities “are largely nationally based” (Altbach 2004: 
16) like the study of local literature, and this may not attract the international or 
‘global’ student.  For example, the same interviewee interviewed by Abelmann et 
al. (2009) mentioned earlier, Heejin, commented that “preference for Korean 
literature was … to risk limiting oneself to a smaller universe, a domestic scene 
with lower standards, through a commitment to a cultural form with a limited 
global circulation and market value” (235).  Hence, the erasure of the areas of the 
arts and humanities in the narratives can be argued to be motivated by the fact that 
these areas are not considered to index being ‘global’. 
As such, by positioning itself within the areas of science and technology, 
NUS is constructing for itself a ‘global’ identity as these disciplines are ones that 
are typically valued in a globalizing world.  It is hence promoting itself as a 
‘global’ university.  NUS is not the only university to focus on the areas of science 
and technology.  In encouraging an enterprising spirit in its staff and students, 
Oxford too emphasizes a focus on the areas of science and technology.  For 
example, Oxford’s Begbroke Science Park “offers space for emerging science and 
technology companies to grow ….”537.  This facility of Oxford is further said to be 
set up to “[s]upport … newly established high-tech and science-based 
companies”538
                                                            
537Information accessed from Oxford’s ‘Innovation: Knowledge Transfer’ - 
.  As such, it seems the case that Oxford is especially interested and 
encouraging of the development and support of the areas of science and technology 
as these are the areas deemed as essential in this global economy.  SNU too in 
http://www.ox.ac.uk/enterprise/innovation/knowledge_transfer.html on 19 February 2010. 
538Information accessed from Oxford’s ‘Innovation: Encouraging Enterprise’ - 





highlighting its rise in the number of SCI publications produced, also indirectly 
emphasizes a focus on research in the areas of science and technology as these are 
the areas of disciplines the publications concentrate on.  In fact,  
“research capacity is … a key marker in the higher education 
landscape because the research standing of HEIs and nations 
feeds into both their capacity to produce globally salient outputs 
and their generic attractiveness to other HEIs, to prospective 
students, and to economic capital” (Marginson and van der 
Wende 2007: 313).   
As such, in producing research in areas of disciplines that index globalization, SNU 
is constructing for itself a ‘global’ identity.   
In highlighting research achievements and breakthroughs, Harvard too 
focuses on those in the areas of science (specifically, medicine) and technology.  
Harvard highlights in its website how its “world-renowned faculty” have “cured 
diseases, pioneered new technologies, and created whole new industries”539.  
Harvard’s website, in providing a list of research breakthroughs focuses on 
“scientific breakthroughs at Harvard University that have made major impacts on 
society, and on the world”540
It must be noted though that Harvard is the only university amongst the 
universities examined that expresses a heightened interest in the areas of the arts 
.  There is a presupposition communicated here that it 
is the kinds of breakthroughs in science that make “major impacts on society, and 
on the world” as these are the areas that are of importance in this era of 
globalization where the production and knowledge of such areas of discipline are 
what is needed to thrive in this global economy. 
                                                            
539Information accessed from Harvard’s ‘The Harvard Guide: Three Plus Centuries of Scientific 
Research’ - http://www.news.harvard.edu/guide/faculty/fac4.html on 6 October 2008. 
540Information accessed from Harvard’s ‘The Harvard Guide: Making Major Impacts on the World’ 





and humanities.  However, a difference in the level of commitment to the two 
different groups of disciplines – ‘science and technology’ versus ‘arts and 
humanities’ – is communicated.  It is said in the website that under Harvard’s ex-
President Summers, there were “expanded efforts in and enhanced commitment to 
the sciences and support for the humanities and the arts”541
 
.  While there is 
“expanded efforts in and enhanced commitment” to the sciences”, it is merely said 
that there is “support” for the humanities and the arts.  The level of commitment 
seems lower for the arts and the humanities where there is only “support” 
communicated.   
8.3.3 The Ideology of Globalization as Americanization 
As explained in Chapter 1, the ideology of globalization as 
Americanization is the ideology that being globalized equates to being 
Americanized or rather, westernized.  In response to globalization, universities 
outside the US and the UK, in a bid to become corporatized and  internationalized 
frequently adhere to American (or sometimes English) systems and standards “with 
the intention to make the higher education systems more globally competitive” 
(Mok 2007: 433) so as to rise up the ranking in the ‘global’ university league 
tables.  Increasingly with universities in Asia especially, “... there is a convergence 
on a model of higher education that looks more like the modular, flexible, 
incremental form associated primarily with  the American system” (Edwards 2007: 
374).  According to Cantwell and Maldonado-Maldonado (2009: 298), 
                                                            
541Information accessed from Harvard’s ‘The Harvard Guide: Recent History’ - 





“[g]lobalisation in general and, specifically, the globalisation of higher education is 
often claimed to be a form of Americanisation”. 
For example, Mok’s (2007) study of Asian university systems  
demonstrate that a number of Asian countries have just followed 
the academic practices dominated by the Anglo- Saxon 
paradigms.  The introduction of English as the medium of 
instruction; the adoption of curricula from Australia, the United 
Kingdom, and the United States; the sending of students for 
overseas studies and international exchanges; and the quest for 
world-class universities as predominately defined by the Anglo-
Saxon world …. (Mok 2007: 438).   
 
Of particular significance is the adoption of English as a medium of instruction in 
universities around the world.  The indexicalization of the use of English as being 
‘global’ or American is seen in the SNU case study in articulating this ideology of 
globalization as Americanization.  
SNU which conducts the majority of its classes in Korean, emphasizes its 
increase in courses conducted by English.  SNU highlights the number of courses 
that are conducted in English in its website where for example, it says, “[n]umber 
of courses offered in English” is at 471 and “[u]ndergraduate core courses offered 
in English”542 is 4.  It also highlights that the “[t]he university is planning to build 
an international campus where all lectures will be conducted in English”543
Park (2009a) points out that this widespread use of English must be 
attributed to “language users’ ideological belief in the language’s importance and 
.  In 
addition in emphasizing the number of SCI publications produced by SNU, there is 
the alluding to the use of the English language as these publications are largely in 
the English language.   
                                                            
542Information accessed from SNU’s ‘Overview: Facts’ - http://www.useoul.edu/about/ab0103.jsp 
on 6 February 2009. 
543Information accessed from SNU’s ‘SNU in the World: Global Standing’ - 





influence regarding its widespread use that ultimately makes languages such as 
English gain wider currency” (16).  As such, the issue of language ideology where 
language ideology is “any sets of beliefs about language articulated by the users as 
a rationalization or justification of perceived language structure and use” 
(Silverstein 1979: 193) (as cited in Park 2009a: 13) is pertinent in discussing this 
adoption of the English language as a medium of instruction in HEIs.  In this way, 
one must understand the local practices, beliefs and motivations behind the 
increased use of English.  
In Korea, there is a near obsession with learning English from a very young 
age.  Park (ibid.: 1) cites an article written in the Los Angeles Times by Demick 
(2002) where Demick suggests that English is a “national religion” in 
contemporary Korea.  There is hence a kind of “‘English frenzy’” when it comes to 
learning English in South Korea (Park 2009b: 3).  The influence of the English 
language in Korea stems from America’s influence on South Korea.  Even after the 
establishment of the Korean government,  
the United States maintained its influence on South Korea as a 
strategic location in East Asia, and Korea’s economic and military 
dependence on the United States continued.  Thus, throughout 
modern history, English increasingly became a language of 
importance (Park 2009a: 37).   
 
There is in fact a strong link posited between having good English skills and 
having a successful life in competitive Korea.  This is seen in how English is 
highly valued in taking college examinations and in seeking employment or 
promotions in Korea (ibid.).   
This link between English and success is strengthened through the 
government.  Park (2009a) points out that 
[t]he Korean government has consistently treated English as an 





connected with the world and to achieve economic prosperity.  
Particularly since the 1980s, when Korea started (37) to focus on 
gaining international recognition and economic stability within 
the global market, the Korean government pushed its citizens to 
be more proficient in English.  For instance, several major 
international events that Korea hosted, such as the Seoul 
Olympics of 1988, often served as occasions for the government 
to instill the importance of English among the Korean populace 
(38). 
 
The Korean government is pointed out to have used international events as 
symbols of how international or ‘global’ Korea is and the use of English is 
emphasized as an index of this ‘globalness’ (ibid.). 
In 1995, the Korean government on its road to intensifying globalization 
forces in Korea, adopted “segyehwa ‘globalization’ as its slogan” and emphasized 
increased adherence to market principles in order to make Korea more globally 
competitive (Samuel S. Kim 2000, cited in Park 2009a).  The use of the English 
language played a crucial role in this intensification of globalization processes in 
Korea and was used as a “crucial resource that would allow Korea to communicate 
with the rest of the world” (ibid.: 39).  For example, the government “developed 
several regions as special economic zones that would lure foreign companies and 
investors ....” (ibid.: 39) and “for the convenience of foreign investors, 
administrative services are offered in English as well as Korean” (ibid.: 39).  Park 
(2009a) suggests that this move by the government indicates how the English 
language is regarded as a resource with economic value. 
Even in its national policy, the Korean government emphasized on this link 
between English and globalization (ibid.).  In the beginning of Korea’s drive 
towards globalization in 1995, changes to the teaching of the English language in 
schools took place.  There was a shift from “previous emphasis on grammatical 





40).  This was due to the belief that “... communicative competence is an essential 
condition in order to exchange ideas and information with foreigners” (ibid.: 40).  
The increased focus on the teaching of the English language in schools as 
previously discussed in the social practice of South Korea, further shows the 
government’s emphasis on the English language for its citizens.   
The government’s emphasis on English is a result of its view of English as 
“a necessary resource for Korea’s survival in the global economy” (ibid.: 41).  Park 
(2009a) suggests that this is driven by the ideology of “necessitation” 544
As such, given the value and significance of the English in Korea as an 
index of success and more importantly as a “sign of the global” (Abelmann et al 
2005: 48) and a “symbol of global connection” (Park 2009a: 43), it is quite clear 
 which 
“views English as a valuable and indispensable language …. [for] economical, 
cultural, and/or political” reasons (ibid.: 26). This ideology is derived from the 
“global discourses of English that valorize English as an (or rather, the) 
international language” (ibid.: 26) and so it is considered a necessary resource to 
possess to survive and succeed in the globalizing world.  Even in higher education, 
since the late 1990s, students are required to achieve certain scores on standardized 
English tests such as TOEFL (Test of English as a Foreign Language) or TOEIC 
(Test of English for International Communication) (ibid.).  All this is in a bid to 
prepare university graduates for the ‘global’ job market.   
                                                            
544 Park (2009a) suggests that “the conceptualizations of English in Korean society are mediated 
largely by an ideological complex that consists of at least three elements, or three ideologies” (26) – 
necessitation, externalization and self-deprecation.  The ideology of externalization is one that treats 
English “as a language of an Other” (ibid.:26) and so the use of English is considered contrasting 
with the local identity.  This ideology of externalization explains the rejection of the use of the 
language in local communities.   The ideology of self-deprecation is the belief that Koreans are 
incompetent in the English language despite having the access to English language education.  In 
this way, Koreans deem themselves to be “subordinate … within a hierarchical relation of power” 
(ibid.:26) in relation to the use of the English language.  I agree with Park (2009a) that these three 
ideologies are largely inseparable but for the purposes of my discussion above, I only allude to the 





why SNU emphasizes the increasing use of the English language on its campus.  
This is in a bid to construct itself as a ‘global’, successful institution as the English 
language is deemed as an index of success and of being ‘global’ where English is a 
valuable commodity in the globalizing world.  At the same time, the use of English 
can also come to index being ‘Americanized’ as according to Park (2009a), 
English in Korea, can be considered as  
a language that paves the way for Western dominance, gradually 
driving everyone to admire and desire a foreign culture that is 
symbolized by English, thus leading to an erosion of Korean 
identity and independence.  For those with such beliefs, then, 
English stands for a state of bondage and inequality, materialistic 
opportunism, a betrayal of one’s cultural heritage, and a self-
abasing longing for American culture (Park 2009a: 2).   
 
This Western dominance (particularly of Americanized ways) has also been 
suggested to impact universities around the world, especially Asian universities, 
which have been adopting largely American systems and standards in their higher 
education structures - like that of increased internationalization with an emphasis 
on student exchanges, adopting American curricula, focusing on interdisciplinary 
approaches, emphasizing publishing in international journals, which are typically 
in the English language and as discussed extensively above, the adoption of 
English as a medium of instruction.  In fact, according to Altbach (2004, as cited in 
Cantwell and Maldonado-Maldonado 2009), “the most powerful influence of 
American higher education globally is the rise of English as the academic lingua 
franca” (Cantwell and 2009: 298).  This is also seen in how NUS emphasizes its 
identity as an “English-speaking institution”.  The President of NUS in his 





speaking, global university centred in Asia”545
However, it is the case that  
.  It seems almost necessary for these 
‘emerging’ universities to emphasize that either it is an English-speaking university 
or if not, that it runs courses in English, like SNU.  
[t]he American model …, however flexible and useful, is rooted, 
like all such models, in the values and processes of the society 
that produced it.  If this model is picked up and moved into 
societies with completely different cultures and values, there are 
implications (Edwards 2007: 374)  
 
on the national roles of universities and on national cultures and values.  The over-
reliance on American systems and standards has a danger of creating a “new 
dependency culture” (Mok 2007: 438) that is reminiscent of colonialism.  Given 
how universities around the world are deeply influenced by Anglo-American 
paradigms, “scholars have found a continuing legacy of colonialism in education, 
even in a period of postcolonialism …. [where] the practice, theory, and attitude of 
the dominating metropolitan center ruling in a distance [,the US,] has penetrated to 
other political [and educational] systems” (Mok 2007: 447).  An obvious effect of 
focus on Anglo-American standards like the emphasis on publishing in English-
language journals, as is clearly a preoccupation with SNU in terms of the number 
of SCI publications produced, is that “the role of universities in their host country 
becomes completely neglected” (Deem et al 2008: 85).  In a bid to get research 
published in international journals that are in English, in order to reach a wider 
community, researchers may neglect or ignore conducting research that has to do 
with important local problems and issues that are important and valuable locally 
and nationally in the preservation of national heritage, culture and well-being.  As 
reminded by Mok (2007),  
                                                            
545Information accessed from NUS’ ‘Office of the President’ -  http://www.nus.edu.sg/president/ on 






we must guard against the potential loss of submitting 
research of local importance or relevance to 
internationalization calls by misplacing goals of higher 
education to struggling only for international benchmarking 
but undermining the role of higher education in shaping local 
policy formulation and contributions to socioeconomic 




This chapter has attempted to bring together the analyses of the four case 
studies of the universities from Chapters 4 to 7 by highlighting the similarities and 
differences between the universities in how they construct for themselves ‘global’ 
identities.  I showed how the use of different linguistic features in the discourses of 
these universities allows for differing degrees of the ‘global’ identity construction.  
I pointed out that whilst having or striving for similar ‘global’ identities, there are 
also local differences.  I then looked into the social contexts of the nations from 
within which these universities function in an effort to account for what drives 
these universities to construct such ‘global’ identities.  I then moved on to the main 
part of the chapter, that is, the discussion of the ideologies underlying the 
construction of ‘global’ identities by the universities in question.  A discussion of 
the underlying ideologies serves to provide the wider contextual motivations for 
such ‘global’ identity constructions.   
The next and final chapter concludes the study by summarizing the findings 










CONCLUSION AND IMPLICATIONS 
 
9.1 Introduction 
This chapter concludes this study by reviewing the aims of the study, 
identifying the limitations of it, discussing its key findings and implications and 
suggesting some possible future research based on this study. 
 
9.2 Aims of the Study 
The larger aim of this study is to investigate the impact of globalization 
processes on language and vice versa.  This is investigated keeping in mind the 
increasingly valued role of language as a resource and commodity in this new 
economy arising out of globalization.  I investigate this larger aim by examining 
how globalization processes have affected the role and nature of HEIs around the 
world.  I specifically explore how such globalization processes have influenced the 
discourses of HEIs around the world in terms of how HEIs now construct and 
brand themselves through discourses in this present globalizing age.   
With globalization has come increased ‘flows’ (of commodity, money, 
people, images and language and so forth) across geographical boundaries, 
interconnections and interdependencies between institutions around the world, like 
that of HEIs.  With globalization has also come the drive for ‘free market’ 
economies across nations.  With ‘free market’ forces being extended to even public 
institutions like the HEIs, more and more HEIs are being corporatized with 
blessings from the governments of the nation states from within which they 





market share of students and staff across the globe as with globalization, there is 
increased mobility for students and staff.    
I have suggested that a response to this competition is the positioning of 
numerous universities around the world as ‘global’ institutions with the aim of 
capturing as much of the targeted ‘global’ market share of students and staff as 
possible.  The main aim of this study is then to explore how these universities 
discursively construct for themselves this ‘global’ brand or identity.  I examine 
four case studies of universities – in how Harvard, Oxford, NUS and SNU 
construct for themselves this ‘global’ identity.  A comparative study of 
universities identified as ‘benchmark’ (Harvard and Oxford) versus ‘emerging’ 
(NUS and SNU) in how they discursively construct for themselves ‘global’ 
identities allows for an investigation of whether universities within different world 
systems (where Harvard and Oxford are situated in the ‘core’ regions of the world 
and NUS and SNU are situated within the ‘semiperipheries’ of the world system) 
and ‘class’ systems (‘benchmark’ versus ‘emerging’ universities) appeal to similar 
or different themes, core values and discursive strategies in this ‘global’ identity 
construction.  The similarities and differences identified allow for an investigation 
of how language has been influenced and impacted upon by globalization in terms 
of whether or not there is a distinctive discourse of globalization being used in this 
‘global’ branding of universities across the globe.  The similarities and differences 
identified also allows for an investigation of the ideologies of globalization that 








9.3 Limitations of the Study 
It must be acknowledged that in examining how universities construct for 
themselves ‘global’ identities, it would have been more revealing in also 
examining universities that do not construct for themselves ‘global’ identities, to 
allow for comparisons.  This study did not look at case studies from the 
‘peripheries’ of the world system like universities in Africa.  I explained in 
Chapter 3 that the reason for not selecting universities from the ‘peripheries’ is 
because a cursory glance of the websites of universities located in the 
‘peripheries’ do not reveal any real strategies in claiming a ‘global’ status but 
rather seem to focus on the local context.  Altbach and Knight (2007) also observe 
that the universities in “Africa, with the partial exception of South Africa, sho[w] 
the fewest international and cross-border initiatives” (297).  They go on further to 
suggest the role of the government in inhibiting greater internationalization within 
the HEI industry in Africa when they say, “[t]he number of foreign programs 
offered in South Africa has decreased because of strict new government 
regulations and accreditation processes” (ibid.: 297). 
Another limitation of my study is that this is a synchronic-comparative 
study and not a diachronic study.  My study only examines the discursive ‘global’ 
identity constructions of the four universities within the time period of 2007 to 
presently when the data for study from the respective universities’ websites were 
accessed.  My study did not perform a diachronic study by examining data over a 
significant period of time to study how these universities have rebranded 
themselves through the years and what kinds of changes in identity-construction 





diachronic study would have allowed for a study of how institutional identities have 
evolved in response to societal changes. 
Nevertheless, a synchronic study does allow for an investigation of how 
these universities have constructed ‘global’ identities for themselves during this 
period of globalization, which is the aim of this study. 
 
9.4 Key Findings of the Study  
I lay out the key findings of this study with reference to the research 
questions outlined in Chapter 1.  The main research question is - ‘How do the 
universities in question construct or brand themselves as ‘global’?  This research 
question will be answered by addressing its five sub-questions. 
1) What themes or core values do the universities appeal to? 
A study of the narratives of the websites of the universities examined reveals 
that all the universities similarly appeal to the identified core values of 
interconnectedness, excellence and entrepreneurship.  In addition, the ‘benchmark’ 
universities of Harvard and Oxford appeal to the theme of ‘continuity’ in 
constructing for themselves the identity of being traditionally ‘global’.  The value 
of interconnectedness is linked to what scholars call the “internationalization of 
higher education” (see for example Knight and de Wit 1995, Knight 2004, Altbach 
and Teichler 2001 and Altbach and Knight 2007) as is illustrated through for 
example, the establishing of alliances.  The value of excellence is the marker of 
quality for success in a global economy.  This value of excellence is indexed for 
example, through the use of rankings.  The value of entrepreneurship is a result of 
the emphasis in this age of globalization on neoliberal practices.  This value is 





enterprising units and entrepreneurs respectively.  As such, I suggested in Chapter 1 
that these core values index globalization processes or more specifically, being 
‘global’.  The theme of continuity alluded to by the ‘benchmark’ universities 
emphasize how these universities have traditionally been interconnected, excellent 
and enterprising and hence how they have traditionally been ‘global’.   
2) What discursive strategies are employed by the universities to position and 
hence, brand themselves as ‘global’ universities? 
 The universities, in adopting interdiscursively complex practices, including 
information-giving, promotional and entrepreneurial practices, ‘promote’ 
themselves as ‘global’ universities by drawing upon the information-giving, 
promotional and entrepreneurial genres together with their accompanying 
discourses.  The discursive strategies employed by the universities are largely 
similar in appealing to the identified core values. 
 I identify the discursive strategies employed by the universities in 
constructing ‘global’ identities for themselves, by appealing to the core values of 
interconnectedness, excellence and entrepreneurship and the theme of continuity, in 















Discursive Strategy Institution 
Interconnectedness Emphasis on the International Nature 




Emphasis on International Programs  Harvard 
Emphasis on Alliances Oxford 
NUS 
SNU 
Excellence Emphasis on Caliber and 









Emphasis on Rankings Oxford 
NUS 
SNU 
Emphasis on Significance of School 
Symbols 
SNU 
Entrepreneurship Emphasis on Fund Raising Harvard 










Emphasis on Encouraging Enterprise Oxford 
Theme of 
Continuity 




Emphasis on Tradition of Excellence Harvard 
Oxford 









 Linguistic features of these discursive strategies are analyzed in how these 
strategies appeal to the core values which index globalization processes and hence 
construct ‘global’ identities. 
 3) How do the universities attempt to balance national (local) identities and 
global identities? 
Although these universities largely appeal to the same core values and 
discursive strategies in constructing ‘global’ identities for themselves, I suggest that 
national (local) identities and ‘global’ identities are balanced as the examples for 
each university are local and specific to the university.  In this way, localizing and 
globalizing forces are balanced.  For example, in emphasizing the caliber of 
institutional members in appealing to the core value of excellence, Harvard 
highlights the number of Nobel Prize winners its faculty has produced and the 
number of Oscar award winning graduates it has.  Using the same discursive 
strategy of emphasis on the caliber of its institutional members to signal excellence, 
SNU merely mentions that SNU takes in the brightest and best.  In this way, 
although using similar discursive strategies and appealing to the same core value, 
the local identities of Harvard and SNU are distinguished through their specific 
examples.  Harvard, by drawing on the winning of internationally prestigious prizes 
by its members, inevitably constructs for itself a highly esteemed identity as 
opposed to SNU.  In this way, although both construct for themselves ‘global’ 
identities, they are not ‘equal’ in standing. 
4) What are, if any, the underlying ideologies behind the construction and 
branding of these identities? 
My study has identified three main ideologies that weave through the 





identities by these universities.  They are, as elaborated upon in Chapter 8, the 
neoliberal ideology of globalization, the techno-science ideology of globalization 
and the ideology of globalization as Americanization. 
5) How are the underlying ideologies articulated and propagated in the data? 
Using Gal and Irvine’s (2000) framework for articulation of ideology, I 
suggest that the neoliberal ideology of globalization plays out in the construction of 
students as ‘global’ – which entails being innovative, critical, having initiative, 
constantly self-improving, having an entrepreneurial spirit, ‘global’ experiences, 
perspectives and outlook – the kinds of characteristics and values required to 
succeed in this global knowledge economy.  This neoliberal ideology of 
globalization is also propagated in how universities are constructed as business 
organizations with a focus on commercializing research for revenue and to generate 
and disseminate knowledge for economic purposes.  The techno-science ideology 
of globalization is played out through the emphasis on the areas of disciplines of 
science and technology in how they contribute to the advancement of nations and to 
economic growth in this global knowledge economy.  This focus on the areas of 
science and discipline is seen from the kinds of programs of study established by 
the universities, to the kinds of alliances established between universities and the 
kinds of research conducted – all with the aim of promoting economic growth.  The 
final ideology identified is the ideology of globalization as Americanization which 
is played out in how globalization has come to mean being American or 
westernized for example, in the adoption of American systems and standards by 
universities all over the world and particularly of adopting the English language as 
a medium of instruction in universities where the use of English has come to index 





9.5. Implications of the Study 
This section looks at the implications arising from the discursive 
construction of ‘global’ identities by universities.  I note here that I am not 
discussing the implications of having ‘global’ identities per se as what is actually 
‘global’ or not is up for debate but rather the implications of discursively 
constructing such identities by universities. 
There are some identified negative consequences arising from this 
discursive construction of ‘global’ identities through the discursive strategies 
employed by the universities.  Through the construction of ‘global’ identities, the 
discourse leads readers to certain ways of thinking about the institutions as to what 
‘global’ institutions are and should be about.  There is hence a dialectical 
relationship created between the construction of ‘global’ identities by the 
institutions and the expectations of what ‘global’ institutions should be by readers 
or consumers.    
In the construction of ‘global’ identities by certain universities around the 
world, there is inevitably the creation of a situation of the ‘haves’ versus ‘the have-
nots’ between universities worldwide.  Universities that actively construct for 
themselves ‘global’ identities are deemed to ‘have’ what it takes to be ‘global’ and 
hence successful in a global knowledge economy.  Universities that do not attempt 
to construct for themselves ‘global’ identities are deemed to ‘not have’ what is 
needed to succeed in the global knowledge economy.  In this way, inequalities are 
created between universities.  Universities which are capable of imparting valued 
knowledge and skills that do not bring it upon themselves to construct this ‘global’ 
identity or not propagate that they produce or mold students into ‘global’ beings, 





way, such universities may not be considered for their actual value and may not 
ultimately flourish.  In this case, the real value of the university is overlooked.   
Mok (2005), who examined how Hong Kong universities try to enhance 
their international competitiveness suggests that the  
stratification of universities” in Hong Kong, divid[e] the 
university sector into tiers.  Students who cannot enroll in the 
“selected few” will suffer from the “labelling effects of being 
lower in university status”; while academics working in the non-
selected universities may encounter a low morale problem.  All 
these developments may lead to unintended negative 
consequences and they may be counterproductive to the well-
being of (300) the university sector as a whole (301).   
 
This suggests generally that students who are in universities that do not construct 
for themselves ‘global’ identities and faculty working in such universities, suffer 
from the “labeling effects” of being in perceived lower tier or less prestigious 
universities.  Once again the real value of the universities and the ability to impart 
relevant and valuable knowledge and skills to its students and staff may be 
overlooked.  As such, in order to compete for market share of students and even 
talented staff, universities, especially in Asia like that of NUS and SNU, are 
propelled to “engage[e] in wholesale restructuring of their higher education 
systems in the search for world-class positioning and engage[e] in a series of 
internal benchmarking exercises in order to strengthen their global positioning” 
(Deem et al. 2008: 91).    
I now look at specific discursive strategies employed by the universities in 









Emphasis on Rankings 
A discursive strategy employed by universities like Oxford, NUS and SNU 
is the alluding to rankings – like the university league tables (like the Times and 
the SJTU rankings) and the ranking of the number of SCI publications produced as 
stressed by SNU – in constructing ‘global’ identities.  This is because such 
rankings index the excellence of the universities and as discussed in this study, 
excellence is a core value that indexes being ‘global’.  There is in fact a 
presumption that the higher in ranking the universities are, the more ‘global’ they 
are.  This arises from the fact that “[i]ncreasingly, national higher education 
systems and HEIs are judged by where they stand in global terms” (Marginson and 
van der Wende 2007: 307).  In this way,  
“[w]ithin national systems, the rankings have prompted strong 
desires to achieve high-ranking research universities both as a 
symbol of national achievement and prestige and as engines of 
economic growth in a global knowledge economy” (Marginson 
and van der Wende 2007: 309).  
 
The use of university rankings also increasingly influence how universities 
are governed, what activities and programs they undertake and also the degree of 
investments in these universities by governments, public and private organizations 
(Deem et al. 2008).  There is thus for example, resulting from this emphasis on 
ranking, an increase in funding and investment from the state or business 
organizations allocated to universities who perform better in university rankings as 
opposed to those that do not.  These rankings act as guides to which universities 
should be invested in.  For example, in Hong Kong and in China, the government 
has focused on allocating funds to a select few universities identified as potential 
universities that can be ‘groomed’ into ‘global’ universities and can climb these 





and Wei 2008: 430) suggests, an intensification in worldwide inequality “in the 
midst of the quest for ‘world-class’ universities, inevitably reproducing centres and 
peripheries in an unequal environment” (Mok and Wei 2008: 430).  This is because 
the already powerful universities get more powerful with increased funding and the 
less developed universities suffer from lack of funding and are unable to survive.  
In this way, the so-called ‘global’ universities are the ones who control and 
dominate the production and dissemination of knowledge.  Such rankings are then 
“loaded in favour of some universities and systems at the expense of others” 
(Marginson and van der Wende 2007: 308).  Here I agree with Carnoy (2000: 50, 
as cited in Mok 2005: 300) who argues that “globalization enters the education 
sector on an ideological horse, and its effects in education are largely a product of 
that financially-driven, free-market ideology, not a clear conception for improving 
education’”. 
It must however be noted that “global comparisons are possible only in 
relation to one model of institution, that of the comprehensive research intensive 
university and for the most part are tailored to science-strong and English speaking 
universities” (Mok 2005: 306).  In this way, in order for institutions to rise up in 
rankings like the SJTU ranking which focuses on research performance and be able 
to ‘promote’ this on their websites and other promotional collateral, universities 
need to make significant changes to their systems, including being strong in 
science disciplines and introducing English as a medium of instruction and the 
medium through which faculty need to write research in order to rise up in the 
rankings of ‘global’ research performance.  This is because English is largely the 





and cited.  This may inevitably lead to a reduction in research that has to do with 
local contexts and issues that need to be published in local journals.   
 
Emphasis on certain areas of disciplines and research 
As previously discussed, the narratives on the websites of the HEIs 
examined largely emphasize the number of SCI publications produced (which are 
largely in English and on scientific matters), the kinds of research produced that 
have global impact and so forth – and these largely focus on areas of science and 
technology as these are the areas of discipline that lead to economic growth and 
hence index globalization.  This also then leads stakeholders and business 
organizations who are interested in investing in university research to put their 
money into the further development of research in these more ‘popular’ and 
‘lucrative’ research areas of science and technology leading to “decreasing the 
attention paid to and importance of humanities and social sciences and increasing 
the attention paid to scientific and technological innovation” (Ma 2008: 70) 
Given the “the publish-or-perish phenomenon” (Mok 2007: 47) that is 
increasingly circulating around universities that are constructing ‘global’ identities 
for themselves, faculty and researchers focus on areas of research that have to do 
with these areas of disciplines in science and technology which can possibly have 
international implications.  Such research is also mainly published in English in 
international journals.  This has led to the loss of much valued local research which 
cannot be published in such journals.  It is the case that  
[t]o those academics in the East, there seems to be no alternative 
but to publish their articles in English, preferably in Science 
Citation Index and Social Science Citation Index journals, to 
show their mastery of international standards.  Ironically, 
publications in local languages or national venues, which might 





impacts on local policy formation or socioeconomic 
developments, would not be counted as internationally important 
(Mok 2007: 446). 
 
With this emphasis on particular areas of disciplines that have international focus 
or implications, coupled with the fact that these have to be published in English in 
international journals, the national role of universities is being diminished, with a 
preference for an international or ‘global’ role.    
 
Constructing ‘global’ students  
There is also a strong emphasis in the narratives of the universities on 
constructing ‘global’ or globally-competent students.  This leads to students 
focusing and aspiring to attain this ‘global’ competency with a loss of focus on 
attaining local competency.  There also needs to be an awareness of the local 
cultures.  Employers in this global economy, in an effort to take into account 
“glocalization” require potential employees to not only have global knowledge but 
also to be aware of local cultures in order to handle local consumers (see Friedman 
2005).  This entails both ‘global’ and local awareness.  With universities 
emphasizing mainly on this acquisition of ‘global’ interaction skills, perspectives 
and experiences, being locally competent is not a priority as far as present-day 
students are concerned. 
 
Constructing ‘international’ and ‘excellent’ characteristics in faculty 
The construction of faculty as ‘international’ and ‘excellent’ on university 
websites inevitably puts additional pressure on existing and future staff to live up 
to certain standards.  Faculty,  
[o]nce responsible only for teaching and research … now 





research groups within the university and to funding agencies 
outside the university.  Faculty now become the producers of 
new knowledge, consultants on scientific advisory boards and 
entrepreneurs in obtaining patents (Ma 2008: 69).   
 
There is now a “trend in the academic profession to be more competitive and more 
market oriented in the process of entrepreneurial science and competitive 
excellence” (Ma 2008: 69).  There is hence a shift from teaching to researching.  In 
this way, the teaching and knowledge-imparting role of faculty is being diluted.   
Being part of a ‘global’ university is also deemed to be more prestigious for 
faculty.  With globalization and permeable borders, faculty is easily mobile and 
there is the risk of losing talented faculty to rival ‘global’ universities all around 
the world.  It is a fact that “there is a significant exodus of the best scientists and 
scholars from the poorest countries to the industrialized nations” (Altbach and 
Teichler 2001: 15) in search for employment in ‘global’ universities that promise 
the fulfillment of ‘global’ aspirations. Altbach and Teichler (2001) cite the 
example of Africa where  
this exodus [of academics in Africa] has been a disaster for local 
universities and for the research communities.  Caused by 
Africa’s economic and political problems, as well as by the poorly 
supported academic systems throughout the continent, the exodus 
has removed from Africa a large proportion of its best academic 
talent (Altbach and Teichler 2001: 15).   
 
This has not helped the progress of Africa or any other developing country facing 
the same situation, in any way. 
However it also must be acknowledged that there is a huge need in 
developing countries for scientific knowledge and skills needed to function 
successfully in an economy that is ‘global’ in nature.  As such, when students and 
staff of these countries participate in exchange programs or go away to study or 





opportunities presented to them “for absorbing knowledge at the centers of 
research scientific knowledge and scholarship in the industrialized nations …. 
Knowledge is returned to the ‘periphery’” (Altbach and Teichler 2001: 15).  So 
when these students who are able to attend these ‘global’ institutions return to their 
home countries, like some of the Taiwanese and the Indians, “the outward flow of 
talent to the industrialized nations is joined by some reverse flow of ideas, people, 
and research” (Altbach and Teichler 2001: 15).  Such persons who then are ready 
to participate in the ‘global’ marketplace are more valued when they return home. 
At the same time, when universities in developing nations, like NUS and 
SNU construct themselves as “global”, more students are attracted to such 
institutions.  These are typically students from the countries within which these 
universities are located or from the region, who feel they have the opportunity to 
study in ‘global’ institutions without having to travel far or to spend too much 
money.  Inequalities may then be reduced around the globe in terms of more 
students having opportunities to be educated in such ‘global’ institutions.   
 
9.6 Possible Future Research 
This study has contributed to identifying a distinctive discourse of 
globalization that appeals to similar themes, core values and discursive strategies, 
that seems to run through the narratives of certain university websites in the 
construction of ‘global’ identities. 
Possible future research that addresses the two limitations I had identified 
in my study in Section 9.2 is suggested.  Firstly, research that examines universities 
that do not construct for themselves as ‘global’ universities will provide relevant 





identities.  Universities in for example, Africa, in how they construct identities that 
are largely local in nature will provide interesting and relevant data for this 
juxtaposition.  Secondly, research that is done with a diachronic approach in mind 
will show how universities have rebranded themselves through the years in 
response to changes in society.  This will strengthen the arguments presented in 
this study of how institutions are constructing ‘global’ identities for themselves in 
this age of globalization.   
Given the ‘near obsession’ of universities in Asia in constructing for 
themselves ‘global’ identities and fiercely competing for higher positions within 
the university league tables, another interesting possible avenue for research would 
be in whether or not these Asian universities then start becoming the ‘benchmark’ 
universities in the construction of ‘global’ identities.  This would then have 
implications on how societies are developing – with Asian societies becoming 
more competitive in the global economic marketplace.  The narratives of Asian 
HEIs could be a ‘signal’ of the possible changes in the dynamics of a globalized 
society at large with perhaps Asian societies leading and paving the way for a ‘new 
turn in globalization’.   
 
9.7 Concluding Remarks  
In conducting this study, I was struck by the similarity in appealing to 
specific core values and the employment of specific discursive strategies by the 
universities in constructing ‘global’ identities.  These universities are from 
different world systems and class systems and yet they share similar values and 





SNU) who are benchmarking themselves against the universities in the West 
(Harvard and Oxford) 
In adopting the so-called best ‘global’ practices from the West, there is the 
issue of the possibility of “policy learning (445) … [being] reduced to policy 
copying” (Mok 2007: 446).  Universities in Asia especially, like NUS and SNU, 
are increasingly adopting practices - like focusing on international exchanges, 
emphasizing ranking, emphasizing the number of publications on the SCI index, 
emphasizing on research that only has ‘global’ impact, focusing on certain areas of 
discipline, constructing the ‘global’ student and so forth - from other identified 
‘global’ institutions in an attempt to benchmark themselves against them.  
However, it must be acknowledged that problems on a local level may arise when 
these ‘best practices’ are taken into very different contexts.  Although it is 
acknowledged that “[t]he quest for world-class status in higher education is clearly 
not going to disappear … the social and political costs of higher education’s 
engagement in globalized policy copying [should not be underestimated].” (Deem 
et al. 2008: 94).  I agree with Edwards (2007) when she says that  
[t]he convergence of formerly diverse systems toward the 
American education model and the rapid spread of English as the 
language of instruction and of publication, does not bode well for 
the maintenance of culturally diverse education on this shrinking 
planet (380).   
 
So while I note that it is not wrong to adopt best practices from the West, in 
this case from ‘benchmark’ universities in the West, it is important that these 
practices must be re-applied critically, taking contextualization into account.  
Global practices identified for local and national purposes should be re-examined, 
re-applied and then adopted in order to meet local research needs, skills-training 





As such, discursive analyses of such practices and ideologies, such as that 
which I have conducted in this study, remind us “of the danger of the rise of new 
imperialism in education, because such policy tools or reform strategies could 
become new forms of colonial control or recolonization (Tikly 2003)” (as cited in 
Mok 2007: 447) when teaching practices and learning experiences that are not 
suitable for local context and environments are reproduced and adopted from the 
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